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Rough Proofs 


McKesson & Robbins’ interesting 
little experience with the disappear- 
ing warehouses is very consoling to 
the man who never can find his 
other collar button. 


ae Ae 


The expert accountant who in- 
cludes $18,000,000 of non-existent 
assets in the financial statement of 
a big corporation is often the same 
man who is very much annoyed if 
his wife can’t account for that $5 
pill he gave her last Thursday. 
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Moody’s Investment Service talks 
feelingly about “capital punish- 
ment,” which is suffered less often 
these days by pirates than pluto- 
crats. 
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Guerlain’s, Inc., objects to Wool- 
worth dispensing sweetness and 
light in the form of 10-cent bottles 
of Shalimar, but those cheers you 
hear are from the daughters of the 
people. 
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Looks as if George Burns will 
have the chance of a lifetime to 
prove that no matter what happens 
to him, he can make you laugh at it. 
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“Zonite Frankness to be Limited 
to Drug Trade Copy.” 

Druggists and bartenders always 
get the low-down. 
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Havana cigar makers are urging 
advertising men to use their prod- 
ucts. Some of the customers were 
beginning to complain about those 
stogies the account men were hand- 
ing out, too. ~ 
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Maybe the easiest way to take 
care of that magazine readership 
check would be to wait until 1940 
and let Uncle Sam’s census takers 
do it. 
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Or perhaps by that time they will 
decide to balance the budget by the 
simple method of calling off the na- 
tional election and substituting a 
Gallup poll. 
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Dropping the slogan, “The Lind- 
bergh Line” by TWA reminds the 
cynical observer that heroes’ repu- 
tations are almost as fragile as 
those of politicians. 
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Henry Wallace, Time says, wears 
“slept-in looking clothes.” Some- 
one should tell him they are no 
longer necessary even to the role 

igricultural statesman. 
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Anthony Eden, who lost his job 
in the British cabinet by speaking 
too frankly, got $5,000 from the 
National Association of Manufac- 
turers for speaking frankly. Private 
life has its compensations. 
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Lionel Barrymore broadcast Old 
Scrooge for Maxwell House coffee 
last Thursday. The Christmas sea- 
son is really here again. 


Copy Cus. 


ADMEN STRIKE OUT AGAINST FOES 


An eloquent defense of advertising and its role in the economic system was one 
of the features of this week's Insurance Advertising Conference in New York. 
Three of the leaders who spoke are shown here: Congressman Bruce Barton; Ray- 
mond C. Dreher, president of the conference and advertising manager, Boston 


Insurance Company; and Dr. George H. 


Gallup, head of the Institute of Public 


Opinion and research director for Young & Rubicam. 
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Barton Denounces 
Government Stand : 
on Advertising 


Says Administration! 
Fails to Recognize Eco- 
nomic Role 


New York, Dec. 15.—Government 
hostility to advertising was roundly 
denounced by Congressman Bruce 
Barton, board chairman of Batten, 
Barton, Durstine & Osborn, in a 
talk before the Insurance Advertis- 
ing Conference this week. Describ- 
ing the administration’s attitude | 
as stemming from the belief that 
current methods of merchandising 
are economic waste, the agency ex- 
ecutive, who has been prominently 
mentioned as a potential candidate 
for the Republican presidential 

(Continued on Page 5) 


New Low Price 
Features Extended 
Drive for Spud 


New York, Dec. 15.—Increasing 
its 1939 advertising budget on the) 
strength of rising sales in recent} 
months, Axton-Fisher Tobacco 
Company will promote the price re- 
duction on Spud cigarettes in news- 


papers and magazines beginning 
next year. 
The Spud reduction, instituted 


early in October, has been featured 
in newspaper copy for the past two 
months. New copy will appear in 
22 newspapers in major cities. 
Color advertisements in four na- 
tional weeklies will also be used. 
Magazines on the schedule include 
Collier’s, Liberty, Life, and The Sat- 
urday Evening Post. Lawrence C. 
Gumbinner is the agency. 


DIRECTORY OF FEATURES 
Ad-libbing . 


Basic Business Index. 24 
Coming Conventions 23 
Editorials 12 
Farm Paper Figures 22 
Getting Personal 20 
Information for Advertise 12 
Obituaries 25 
Photographic Review of the 

Week : 27 
Rough Proofs : | 
Voice of the Advertiser 16 
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O'Neill Wins 
Settlement on 
G-M Slogan Claim 


New York, Dec. 15.—Suit for 
$250,000 damages, brought by Ne- 
ville O’Neill against Arthur Kud- 
ner, Inc., was settled this week 
after a five day trial in supreme 
court here. The amount of the set- 
tlement was not revealed but was 
reported to be “in five figures.” 

Mr. O’Neill testified that he sub- 
mitted an advertising plan to the 
agency in 1935, embodying the 
slogan: “GM—means good meas- 
ure,” to be used in a campaign for 
General Motors Corporation. He 
admitted signing a release in full 
for $100, but insisted that it was 
after he had been assured that his 
plan would be used only in a minor 
way. He testified that his original 
agreement with Kudner was that 
he would be paid one-third of any 
commissions obtained from the use 
of the idea. 

According to the plaintiff, his 
idea figured as a major factor in 
$400,000 worth of advertising. 
Agency commission on this amount, 
at the usual rate, would be $60,000. 

The trial came to an abrupt end 
just before the attorneys started 
summing up their respective cases 


Broadcasters Weigh Plan 


to 


Investigate FCC . 
as Well as Radio, 
Wheeler Asks 


Senator Offers Con- 
gressional Views on 
Broadcast Problems 


Washington, D. C., Dec. 14.—Not 
only radio broadcasting but its ad- 
ministration by the Federal Com- 
munications Commission should be 
investigated by a congressional 
committee, in the opinion of Sena- 
tor Burton K. Wheeler of Montana, 
chairman of the Interstate Com- 
merce Committee. 

That such a project will probably 
be undertaken during the coming 
session of Congress was predicted 
by Senator Wheeler last Saturday 
night in an address prepared for 
delivery before the Federal Com- 
munications Bar Association, which 
also contained the assertion that 
radio programs carry too much 
advertising. 

In his actual speech, however, the 
Senator departed considerably from 
his prepared message, eliminating 


(Continued on Page 26) 


Newspaper Guild 
Seeks to Enlist 


Advertisers’ Aid 


New York, Dec. 15.—-With its 
strike against the Chicago Herald 
& Examiner and Evening American 
nearing the end of its second week, 
the American Newspaper Guild has 
begun a pressure drive to persuade 
national advertisers to withdraw 
their patronage from the two pa- 
pers pending a settlement of the 
labor quarrel. Evidence of the 
move was apparent here today, and 

(Continued on Page 6) 


for the jury. 


Last Minute News Flashes 


Heinz to Start Promotion on New Food Line 

Pittsburgh, Dec. 16.—An extensive advertising campaign to intro- 
duce Junior Food, a new product created for children from one to six 
years of age, and supplementing the Heinz baby food line, will be 
launched by H. J. Heinz Company immediately after the first of the 


year. 


A heavy newspaper schedule will be used at the outset, together 


with direct mail and local sampling and point-of-purchase displays. 
Later magazines will be added. The line consists of 12 different items, 


packaged in dated cans. 
ington, D. C., Baltimore and Los 
the agency. 


Tests have already been conducted in Wash- 


Angeles. Maxon, Inc., Detroit, is 


Griesedieck Brewery Names BBDO 
St. Louis, Dec. 16.—Griesedieck Bros. Brewery Company today ap- 
pointed the Chicago office of Batten, Barton, Durstine & Osborn as its 


agency, effective Jan. 1. Campaign 
Robert Barton is account executive. 


plans have not yet been completed. 


Ruppel Leaves ‘Chicago Times’ for CBS 


New York, Dec. 16.—-Louis Ruppel, formerly managing editor of the 
Chicago Times, was today appointed director of publicity for the Colum- 


bia Broadcasting System, effective Dec. 28. 


Luther J. Reed, who has 


been serving as acting director, was named assistant. 


Connelly, of Tulip Fame, in Furniture 
Grand Rapids, Mich., Dec. 16.—-William M. Connelly, credited with 


directing national attention to Holland’s annual tulip festival, 


has 


resigned as secretary of the Holland Chamber of Commerce to become 


advertising director of the Grand 
ciation. 


Rapids Furniture Exposition Asso- 


He will spend most of his time in the field to maintain the 


prestige of Grand Rapids as a furniture market. 


Control Air Commercials 


NAB Upholds Liquor 
Ban, Moves for Peace 
with Newspapers 


Washington, D. C., Dec. 15.—An 
immediate study of the advisability 
of cutting down the proportion of 
commercial time on sponsored radio 
programs, and adoption of a reso- 
lution barring distilled liquor ad- 
vertising from the air waves, were 
voted here this week at a two-day 
meeting of the board of directors of 
the National Association of Broad- 
casters. 

The NAB action came only a few 
days after Senator Burton K. 
Wheeler of Montana, chairman of 
the Senate Interstate Commerce 
Committee, asserted there was too 
much advertising on the air and 
urged the radio industry to “put 
its own house in order” or face 
further governmental regulation. 
Details of the message are reported 
on this page. 


Join RMA for Drive 


The board also appropriated $2,- 
500, matching an equal sum made 
available by the Radio Manufac- 
turers Association, for exploration 
of a joint merchandising plan. 
Another highlight of the meeting 
was a decision to grapple boldly 
with the question of radio public- 
ity, and to give advertising agen- 
cies, among others, a voice in the 
determination of policies govern- 
ing broadcasting. 

President Neville Miller of the 
NAB, after the first day’s session, 
which lasted from early morning 
until after midnight, was author- 
ized by the board to name a com- 
mittee to study broadcasting pro- 
gram standards and the question of 
cutting the time allotted commer- 
cials. 

The committee, to be named in a 
few days, may report its recom- 
mendations to the board of direc- 
tors, although on the general ques- 
tion of “broadcast program stand- 
ards” its suggestions will be made 
to the NAB convention with a view 

(Continued on Page 4) 


Railroads Promote 
Holiday Fare Cut 
with Special Drive 

New York, Dec. 14.—Seven East- 
ern railroads have embarked upon 
a pre-holiday newspaper campaign 
to announce reduced fares for the 
Christmas season. The cooperative 
drive will consist of three insertions 
in major cities throughout the terri- 
tory. 

Lines participating include the 
Baltimore & Ohio, Erie, Delaware, 
Lackawanna & Western, Lehigh 
Valley, New Jersey Central, New 
York Central, and Pennsylvania. 
Agencies placing the copy in dif- 
ferent areas are Richard A. Foley 
Advertising Agency, Al Paul Lefton 
Company, and Lord & Thomas. 

The New York Central is also 
running a separate campaign to 
promote the reductions. A series of 
three insertions will appear in news- 
papers in 37 cities east of Buffalo, 
as well as on-the-line cities farther 
west. Lord & Thomas is the agency 
for the line. Papers in the larger 
cities are carrying 250-line copy, 
with those in smaller communities 
running 112 lines. 
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| executive secretary of AFRA, most 
- the change incorporated in the 


ai 

AFRA to Statt 

N 4 s s h |proposed agreement, as compared 
egotiations wit |with existing practice, has to do 

Separate Agencies “” pay for rehearsals. The basic 


jrates proposed, $15, $25, and $35 
York, Dec. 14.—Definite |for quarter, half and full hour pro- | 
grams, do not represent any in-| 
crease .over present rates, Mrs. 


New 
steps will be taken by the Ameri- 
can Federation of Radio Artists, 


immediately after the Christmas | Holt said. Usual practice regard- 


holidays, to put into effect its wage 
and hour agreement by contracts 
with individual advertising agen- 
cies. The decision to start negotia- 
tions with the agencies beeame 
known today as AFRA awaited a 
reply from the committee of the 
American Association of Advertis- 
ing Agencies, to which the proposed 
wage and hour setup: was submit- 
ted late last week. 

In the meantime, there is no in- 
dication that a crisis is imminent, 
despite reports that AFRA submit- 
ted an “ultimatum” to the Four 
A’s, with a demand for an answer 
by Dec. 22. Actually, AFRA made 
no demands of any kind. The pro- 
posal was submitted to the Four 
A’s committee in full knowledge 
that the association has no power 
to approve or disapprove it. On 
the other hand, the committee 
agreed to go over the schedules and 
give its comment not later than 
Dec. 22. 

According to Mrs. 


Emily Holt, 


NEW PUBLISHING PLAN. After more than 64 years of 
outstanding editorial leadership in its field, Engineer- 
ing News-Record steps ahead with a new editorial 
program. It was formulated by the editors to make 
Engineering News-Record more useful and to conserve 
the valuable time of its readers. Beginning January 5, 
Engineering News-Record will publish every other 
week a combined News-Technical Edition, containing 
more than two present issues, but condensed and con- 
centrated to reduce the time required for reading. On 
alternate weeks a new News Edition will be issued, with 
a complete coverage of all current commercial informa- 
tion. The News Edition will carry no advertising.” 


INCREASED EFFECTIVENESS. From this editorial plan the ad- 


vertiser gains in several ways. His message is before his 


| 


ENGINEERING 


Published weekly for the reader 


ing rehearsals, however, has been | 
to include rehearsal time in a flat | 
rate covering a whole broadcast. 

In the proposed agreement, re- 
hearsal time must be paid for at 
the rate of $6 per hour. 

The proposed agreement specifies 
an “open union,” that is, AFRA 
agrees to take in as members any 
eligible artists who may be engaged 
for radio broadcasts, while it is 
proposed that advertisers agree to 
use no talent which does not be- 
come affiliated with AFRA. 

Agency comment on the proposed 
agreement is guarded, but the pre- 
vailing: opinion is that operation of 
the preposed agreement will result 
in some increase in expense for the 
advertiser. 


ea | 
Joins Groves-Keen | 

Mrs. J. L. Reames, formerly in 
the advertising department of Davi- 
son-Paxon Company, Atlanta, has 
joined the copywriting staff of 
Groves-Keen, Advertising, Atlanta. 


Chesterfield Continues 
Burns Despite Scandal 


New York, Dec. 15.—No 
change in the line-up for the 
Chesterfield radio show is ex- 
pected, this week at least, as a 
result of George Burns’ plea of 
guilty to a smuggling charge, it 
was learned here today. Al- 
though officials of both Liggett 
& Myers Tobacco Company, 
sponsor of the Burns & Allen 
program, and Newell-Emmett, 
the agency, refused to comment 
on the case, the Columbia 
Broadcasting System said the 
program would be broadcast as 
usual Friday night. 

Other advertisers and agen- 
cies are awaiting further de- 
velopments in the case. Jack 
Benny, star of the General 
Foods Jell-O show, directed by 
Young & Rubicam, is among the 
celebrities who have been ques- 
tioned by federal authorities. 


Brewery Names Reichner 
Fidelio Brewery, New York, has 


|appointed Morgan Reichner & Co., 


New York, to handle advertising 
and promotion for Fidelio beer and 
ale, New Yorker beer and ale, and 
McSorley’s Cream Stock and Amber 
ales. 


Every advertiser 


tising rates.) 


Write for additional information to: 


A McGraw-Hill Publication 


330 West 42Np Street, New York, N. Y. 


NEWS- 


prospects twice as long. His message has greater atten- 
tion value in a magazine designed to induce more 
thorough reading. His message appears only in issues 
of high-permanence value next to technical articles 
which are frequently preserved for future reference. 


can now automatically use adequate 


space at reasonable cost. (There's no increase in adver- 


THE TIME IS RIGHT. The engineering construction mar- | countless things they never wanted 
ket is ascending. Construction contracts awarded last 
month exceeded any November since 1929, Statistics 
and qualified forecasters predict the first six months of 
1939 will see activity of boom proportions. Capital 
ready for new construction is much higher than a year 
ago — a sure barometer of increasing business. The new 
publishing plan is tuned to a rising market. 


inside front, inside back and back cover. 


RECORD 


Published bi-weekly for the advertiser 


Advertising, Too, 
Must Sell Its Value 


fo Public: Thomson 


Bureau Chief Warns of 
"Anti" Blasts on Three 
Fronts 


Cincinnati, Dec. 15.—The adver- 
tising world, in performing a pub- 
lic relations job for business, can- 
not afford to forget that it has a 
public relations task of its own, 
William A. Thomson, director of 
the Bureau of Advertising, told the 
Advertising Club of Cincinnati here 
yesterday. 

Titling his remarks, “I See By 
the Papers,” Mr. Thomson empha- 
sized three current sources of criti- 
cism on advertising. Anti-advertis- 
ing blasts from these quarters, he 
said, may be compared with the at- 
tacks leveled against manufacturers 
and their policies by “political 
hatchet men.” 

Opinion against advertising, Mr. 
Thomson said, is being inspired by 
certain consumer groups, by some 
textbooks now in use in public 
schools and in such _ semi-official 
;comment as that recently voiced by 
Thurman Arnold, assistant attorney 
general, in which he termed adver- 
itising a builder of business 
monopoly. 
| “We advertising 
‘Thomson declared, “have helped 
{business to make up its mind to 
|fight ignorance and prejudice and 
|\demagoguery with the clear light 
of education. We have begun to 
sell advertising to business as its 
\chief educational implement. But 
while we have been telling business 
what to do to save itself, we have 
largely ignored the fact that a 
|growing army of termites is indus- 
\triously boring at the foundations 
of our particular structure.” 


“Anti” Tide on Rise 


Asserting that the tide against 
jadvertising continues to rise, he re- 
marked that it might be called or- 
ganized ignorance, “if it were not 
\for the fact that our own indiffer- 
ence to the subject had been a 
major factor.” 

“Indignant ladies holding forth 
every day before consumer groups 
and other well meaning organiza- 


people,” Mr. 


tions, telling other amazed ladies 
how advertising is to blame for 
their failure to balance the bud- 
get,’ are bad enough, Mr. Thomson 
jsaid. “But the real pay-off arrives 
when your children come home 


from school and ask questions that 
suggest they are eating the bread 
\of shame because the old man takes 
the wages of advertising.” 

Mr. Thomson said that, of all the 
books on advertising in the public 
schools which he had seen, he had 
yet to find one that didn’t either 
attack advertising as an economic 
public enemy or hold it in con- 
tempt or suspicion. 

“T have just examined one book,” 
he said, “which I am told is being 
used in 4,000 public schools. This 
book contains only one chapter on 
advertising and that chapter comes 
near being well-intentioned. The 
author, however, insists that since 
manufacturers and dealers have so 
much merchandise to sell, they use 
jadvertising to make people buy 


and can’t afford. 

“To do this, he insists, super- 
salesmen are required who get paid 
| ten times as much as experts in other 
professions. Then he adds that since 
manufacturer, wholesaler and re- 
tailer all tack on the cost of adver- 
tising to the price charged, the con- 
}sumer foots the bill in the end, 
|both for the cost of selling and 
buying goods.” 


Arguments But Half True 


These arguments 


} 
omission of the benefits rendered 
by advertising such as 
standard of living, encouragement 


are but half 
truths, Mr. Thomson said, in their 


a higher 


of thrift, and its influence toward 


ee 


creation of better products at lower 
prices. 

More dangerous, he indicated, is 
the apparent statement of poli, 
expressed by Mr. Arnold in Con. 
nection with filing of consent de. 
crees against two manufacturers of 
motor cars. 

Mr. Arnold’s comments upon ag. 
vertising made at that time, y, 
Thomson said, indicate that the pe. 
partment of Justice will use its 
powers of criminal prosecution to 
obtain indictments and will the, 
demand that national companie, 
which have made a success sha) 
stop advertising till weak compet). 
tors can catch up with them. 

“It doesn’t take much imaging. 
tion,” Mr. Thomson added, “to ge, 
in Mr. Arnold’s philosophy on th, 
criminality of advertising anothe; 
radical scheme to control the preg 
by cutting off or crippling its aq. 
vertising revenue. 

“This is just another back doo; 
effort to regiment our still fre, 
newspapers after frontdoor expedj. 
tions have failed.” This scheme 
too, is destined to fail, he addeg 
because public opinion will inter. 
vene to stop it. 

Advertising people must join 
forces in defeating such objectives, 
Mr. Thomson emphasized. The 
public must be warned of the dan- 
gers inherent in any strangling of 
advertising. These dangers can in- 
clude a destruction of free compe- 
tition; a decrease in the standard of 
living, loss of employment for those 
in the advertising business and 
allied fields. 

“These things on the purely neg- 
ative side, plus the indispensable 
accomplishments of advertising on 
the positive side must somehow be 
registered in the minds of the 
American people, commencing with 
the public schools,’ he declared, 
pointing out that one effective 
salient in this regard might be the 
use in schools of books on adver- 
tising written by those in adver- 
tising, instead of handful of 
theorists.” 


ihe 
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Jansen Advanced 


John B. Woodward, Inc., news- 
paper representative, has _ trans- 
ferred Don A. Jansen from New 
York to the Detroit office, where he 


will be in charge, replacing Ben 
Etter, who has resigned effective 
Jan. 1. 


Buys Kelly-Smith Co. 
Frank W. Miller, president and 
treasurer of the Kelly-Smith Com- 
pany, newspaper representative, has 
purchased the entire stock of the 
company from the estate and heirs 
of the late C. F. Kelly. 


Knaster Heads Production 


Cosmopolitan Studios, New York, 
has appointed Nat Knaster, former- 
ly in charge of the New York Daily 
News photo studios and R. C. § 
Photo Studios, New York, as head 
of the production department. 


Zindler Joins WISN 

Fred E. Zindler, formerly with 
the Milwaukee Journal, has_ been 
named sales manager of Station 
WISN, Milwaukee. 


THERE’S STILL TIME 
TO MAKE YOUR SPACE 
RESERVATIONS! 


SPECIAL 
JANUARY 15SUE | 


MORE THAN 


| WILL BE SPENT IN | 
CONSTRUCTION | 
AND 
MAINTENANCE 
DURING /939 


FOR THE JANUARY ISSUE OF 


ROADS > STREETS 


A GILLETTE PUBLICATION @ CHICAGO 
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ADVERTISING AGE 


ODAY we give you our 
[christmas presenta- 
tion’’. Prepared expressly 
for this festive season— 
painless, statistic-less, 
chart-less .. . 


5 y y 


NCE there was a gen- 

tleman who was also 
a scholar, but alas, not a 
judge of good tall ones. 


He was standing at this 
bar, talking and gulping, 
gulping and talking. And 
when he had nearly 
drained this tall glass, the 
bartender tapped him 
gently and said, “Pardon 
me, Sir, but you forgot 
the whiskey.” 


Now this deplorable situa- 
tion is very much like 
what’s happening to many 
national magazine cam- 


paigns today. 


Our rural towns and small 
cities are like this big glass 
of fizz. There’s a lot of ’em. 
Lots of territory. Lots of 


stores. Lots of people. But 
they’re all diluted over 
such a wide area, that it’s 
hard to make volume sales, 
or real profits, there. 


It’s the big cities that 
supply the “kick”. On the 
map they look just as in- 
significant as this glass of 
whiskey. But into their 
small areas, they’ve con- 
centrated so many people, 
sO many stores, so many 
sales, that they've become 
the Happy Hunting 
Grounds of American 
business. 


Unfortunately many mag- 
azine advertisers today 
are draining the fizz, but 
forgetting the whiskey. 
And just a casual glance 
at the ABC breakdowns 
will show you why. Be- 
cause our national maga- 
zines are doing a grand job 
on the smaller cities—but 
they just aren’t reaching 
enough big city homes. 


HAT’S where THis 
WEEK MAGAZINE 
comes in. For Tots WEEK 
is a straight shot of big 
city sales punch. Thelion’s 
share of its more-than- 
9,300,000 copies is piled 
up in 24 key markets from 
coast to coast. THis WEEK 
covers these sales centers 
3 to 5 times as thoroughly 
as the other magazines. 


Now we’re not asking you 
totake Tuis WEEKstraight. 
Some advertisers are find- 
ing that quite stimulating, 
but you may prefer to mix 
yours up more. 


However, we do hope 
you'll carry this thought 
away for the new year: 
Don’t forget to put all the 
ingredients in before you 
wet your ’39 sales whistle 
—Tuis WEEK MAGAZINE 
for the big city sales 
punch, and the other na- 
tional magazines for the 
rest of the nation. 
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NAB Weighs 
Limitation on 
Radio Commercials 


(Continued from Page 1) 


toward changes in the NAB code 
of ethics. 


The convention will be held in 
San Francisco next July, at a date 
to be decided later. 

Expect Agreement on Liquor 

While board 


members agreed 
that the resolution adopted against 
distilled spirits advertising is not 


enforceable, it was generally be- 
lieved that the bulk of the 397 radio 
stations represented by the NAB 
membership would probably take 
steps to comply. The text of the 
resolution follows: 

“Resolved, That it is the sense of 
the NAB Board of Directors that 
American broadcasting stations 
should not carry advertising for 
distilled spirits, commonly called 
hard liquor.” 

The bothersome question of mu- 
sic in the radio industry was par- 
tially settled by the board action 
in contracting its music activity to 
Brinkerhoff. The latter is to pay 
the NAB $25,000 cash for the Bu- 
reau of Music Copyrights, with the 
balance of the $58,000 that the NAB 
has put into the bureau payable 
over a period of time. Under the 
contract the NAB music bureau is 
to be turned over under the name 
of the NAB Bureau of Copyrights, 
with the broadcasting industry, as 
represented by the NAB, retaining 
the radio performing rights on all 
music controlled. 


To Discuss Radio News 


In considering the publicity prob- 

lem, the NAB will name a com- 
mittee which will meet with the 
radio committee of the American 
Newspaper Publishers Association, 
headed by JS Gray, publisher of 
the News, Monroe, Mich., to devise 
a formula for handling radio news. 
Many newspapers have banned ra- 
dio news altogether, and some have 
even proscribed the radio log of 
programs. The two committees will 
endeavor to evolve a platform based 
on the public interest and on a 
long-range view of the ultimate 
relations of the two media. The 
committees will probably hold 
their first meeting in New York in 
February. 
By a resolution adopted by the 
NAB directors, advertising -agen- 
cies and many other organizations 
and persons having a stake in the 
present and future of radio will be 
allowed to become associate mem- 
bers of the association. The list 
includes press services, transcrip- 
tion companies, equipment manu- 
facturers, radio attorneys, radio 
engineers and others. 


The future of the joint promo- 


tion plan proposed by ‘the NAB 
and the Radio Manufacturers As- 
sociation will be determined at a 
joint meeting in Washington next 
month. 


McDonnell Joins CBS 


Frank R. McDonnell, for the past 
two years president of Advertisers’ 
Recording Service, subsidiary of 
Jean V. Grombach, Inc., New York, 
has been appointed account execu- 
tive with Radio Sales Inc., Columbia 
Broadcasting System division repre- 
senting the network's ‘owned and 
operated _ stations. He succeeds 
Kingsley Horton, who has _ been 
named sales manager of Station 
WEEI, CBS station in Boston. 


Newton Switches Post 

Caldwell-Clements-Herring Inc., 
New York publisher, has named 
Millward H. Newton advertising 
manager of its new electrical news 
magazine, Electrical Week. He was 
formerly advertising manager of 
Radio Today, also published by the 
company 


Altman Appoints Agency 
B. Altman & Co., New York de- 
partment store, has appointed Kelly, 


Nason & Winston, New York, to 
handle its advertising, effective 
Jan ] 

34 {> 


Meat Distribution 
‘Frills’ Attacked 


by Farm Bureau 


New Orleans, Dec. 15. — Kind 
words for chain stores were accom- 
panied by criticism of “frills in 
packaging, processing and distribu- 
tion” as the American Farm Bureau 
Federation held its annual conven- 
tion here this week. Edward A. 
O’Neal, Federation head, paid trib- 
ute to chains for their efficiency in 
marketing agricultural surpluses, 
while Donald A. Kirkpatrick, Fed- 
eration counsel, charged that dupli- 
cation of services and unreasonable 
artifices reduce consumption. 


Mr. Robert F. Lund 


“Bacon is sliced and wrapped,” he | joined Moser & Cotins, New 


recited. 
and even in glass jars. Meats are 
canned. What do the distributors 
think of these frills? 

“We should interest ourselves in 
the question of how much should be 
expended to attract and expand the 
consumer’s meat budget. Does the 
consumer actually want all of the 
variety he is being offered? Could 
we distribute more meat by putting 
the finished product in his hand at 
a reduced cost? Many innovations 
have only the result of restricting 
outlets and adding charges which 
reduce consumption.” 


Agency Adds Oppenheim 
Stanley Oppenheim, marketing 
and advertising consultant, has 
York. 


Mre. Robert V. Russell 


“Sausage comes in cartons | 


| Britishers Happy 
Over Modest Bulge 


in Pay Envelopes 


London, Dec. 5.—In spite of 12 
months of trade recession, the aver- 
age income of employed persons In 
Great Britain increased about $1.25 
during the past year, according to 
the third annual edition of “The 
Marketing Survey of the United 
Kingdom,” which will be released 
here soon. 

The study shows that 43 of the 
principal 110 cities and towns in 
'Great Britain have increased pur- 
| chasing power. Likewise, building 
|is set for a new boom, and employ- 
iment will remain at peak during 


es 


| 1939 in many armament industrie 
| the survey shows. 

The facts brought out in the gy. 
vey were termed “distinctly rea. 
suring” by the Rt. Hon. L. S. Amey, 
president of the Incorporated g, 
ciety of British Advertisers, a), 
former first Lord of the Admirajt, 


Trommer Names Federg| 


John T. Trommer, Inc., Broo. 
lyn brewery, has appointed t, 
Federal Advertising Agency, Ne, 
York, to handle its account. 


Leavitt Joins Maher 


Martha Leavitt, formerly with tj, 
New York Herald Tribune, }, 
joined Elizabeth Maher Associate; 
New York, as account executive, 


Mr. Lyman Bryson 


A few of the subjects discussed on “The People’s Platform” 


Public Opinion and the Press 
Public Opinion and the Radio 
Public Opinion and Magazines 
Is There Politics in Relief? 


Should We Spend Our Way to Recovery? 
What is a Liberal? 

Do We Need a Larger Army and Navy? 
What Should We Do About Our Surpluses? 


Mr. Alexander H. Watt 


ee 
_ ——— 


Columbia sets the tab]. 


Mr. George H. Soule 


A Third Term for Presidents? 
Do We Need a League of American Natie! 
Should We Admit the Refugees? 
How 


Can You Succeed in the Arts? 
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Standardization 
—nds Chaos in 
Stainless Steel 


pittsburgh, Dec. 14——As the re- 
lt of a standardization and sim- 
sification program outlined by L. S. 
Rergen last night, at a dinner mark- 
¢ the 25th anniversary of stainless 
4ee], the way is clearly marked for 
an industry campaign in behalf of 
‘hat product, according to John H. 
van Deventer, editor of Iron Age, 
vho followed him on the program. 
Mr. Bergen, who is associate di- 
rector of metallurgy and research 
r Crucible Steel Company of 
4merica, laid down specifications 
vhich will result in elimination of 


a multiplicity of trade names and 
a flood of ambiguous and confusing 
semi-technical sales literature. Mr. 
Van Deventer paid high praise to 
the effort to banish more than 1,000 
different compositions and special 
brands in favor of 30 types which 
will fit virtually every requirement. 

“Both selling costs and sales re- 
sistance are reduced when an in- 
dustry obtains the clearest possible 
picture of its supremacy area and 
its competition,” said the editor to 
the assembled steel leaders. “The 
attainment of your proper share of 
the future market presupposes a 
gradual price reduction during the 
next ten years. You probably will 
not realize your dream of ten-cent 
stainless steel by 1947, but you may 
well see it between 15 and 20 cents. 


“The chief brake on your indus- 
try has been the lack of effective 
means of vestibuling new and sal- 
able applications to the consumer 
through the fabricator. The stain- 
less steel industry must dig a shaft 
of market exploration which will 
lead it to the mother lode of con- 
sumer demand which assays at 
1,000,000 tons a year or more. The 
alternative is to scratch the surface 
of your meager individual claims.” 


Lead Industries Appoints 


The Lead Industries Association, 
New York, has appointed Arthur 
Kudner, New York, to direct its 
advertising. G. M. Basford Com- 
pany, New York, will continue to 
place the association’s advertising 
in plumbing trade papers. 


Increases Commission 


Directors of the National Outdoor 
Advertising Bureau have author- 
ized payment of an additional com- 
mission of 0.3 per cent on all 1938 
billings to agencies, making a total 
for the year of 13.3 per cent. 


Raises Budget 

Wisconsin Indian Head Associa- 
tion will launch a $16,000 advertis- 
ing campaign in 1939 and will use 
newspapers, magazines and radio. 
The association spent $11,000 dur- 
ing 1938. 


Joins Waters Agency 

Benson Hammer, formerly with 
the Ullman Company, Long Island 
printer, has joined Norman D. 
Waters & Associates, New York, as 
account executive. 


and people talk! 


Mr. Amos Pinchot dined with a cabby. A housewife from the Bronx and a 
Connecticut grocer exchanged views with an industrialist and an econo- 
mist. A pacifist and a rear admiral debated armaments. Secretary Wallace 
and General Hugh Johnson had coffee—and an argument. A truck driver, 
a former president of Panama, a policeman’s wife and a famous socialist 
—all have been Columbia’s dinner guests, all have helped make The 
People’s Platform, created by the CBS Department of Education, one of 
the most provocative and most interesting of all radio programs. 


Bae Sunday night, a little before seven, a small group of peo- 


ple meets for dinner in Columbia’s dining room. Each week it is 
a different group, men and women from all walks of life, brought 
together at the dinner table by Lyman Bryson, chairman of 
Columbia’s Adult Education Board. Each week a subject of par- 


ticular moment is introduced, and conversation, stimulated by good 


food and pleasant surroundings, flows smoothly across the board. 


No microphones are in evidence. Hidden under flowers, they 


are suddenly and silently cut in as the discussion gathers momen- 


tum. No person in the room knows just when the voices go on the 


air. Nor does he care. He’s much too interested in what is being 


said and what he wants to say. 


For a half hour, spontaneously expressed opinions and beliefs — 


and sometimes heated arguments—are broadcast from coast to 


coast. Unrehearsed and informal, they reveal a cross section of 


American ideas, the ideas of groups of different occupations, dif- 


ferent party affiliations, different economic levels. And Columbia, 


while having no editorial interest in the opinions expressed, is 


pleased to present them to the American radio audience as an 


immediate reflection of American thinking and American feeling. 


The Columbia Broadcasting System 
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Barton Denounces 
Government Stand 
on Advertising 


(Continued from Page 1) 
nomination in 1940, insisted that 
advertising is a vital part of the 
economic system, that it fills the 
important function of “making lit- 
tle businesses grow to be big busi- 
nesses,” and that constant expan- 
sion is necessary for the solution 
of current economic ills. 

“The administration doesn’t real- 
ize,’ said the Congressman, “that 


-_|human beings don’t naturally do 


things that are good for them. All 
summer long the warehouses of the 
United States Rubber Company and 
its distributors will be full of rub- 
bers, but it won’t be until the snow 
falls and feet get wet that the pub- 
lic will buy them. It isn’t until the 
temperature drops that the average 
person begins to think about the 
problem of warming his house. 


Selling Called Vital 


“People are like that. They have 
to be pushed and prodded by sales- 
men from behind while advertising 
holds the vision up in front.” 

The recent attack on advertising 
as a breeder of monopoly, by As- 
sistant Attorney General Thurman 
W. Arnold, was referred to by Con- 
gressman Barton as “very disturb- 
ing—not because any general at- 
tack is expected, but because it is 
just one more bit of evidence that 
the administration doesn’t know 
that advertising is what makes 
business grow.” 

Another speaker at the confer- 
ence, Glenn Griswold, public rela- 
tions consultant and former pub- 
lisher of Business Week, told the in- 
surance advertising men that they 
were facing a mass selling job and 
that there was no reason why in- 
surance shouldn’t “do doorbell ring- 
ing by advertising.” 

“Some insurance companies, par- 
ticularly in the life field,” said Mr 
Griswold, “have been doing some 
good advertising, but in general it 
may be said that too much money is 
spent defensively and too little on 
straight merchandising effort. 


Insurance a Commodity 


“You insurance men have some- 
thing just as definite to sell as shoe 
buttons or biscuits. Don’t go out 
and raise thousands of dollars to 
defend advertising. Sell insurance, 
sell service, sell personality, or 
what you will—but don’t defend. 
Attack—don’t duck.” 

Mr. Griswold cited the example 
of the American railroads as an in- 
dustry which rebuilt public confi- 
dence and esteem by aggressive ad- 
vertising and he showed how the 
public utilities overcame wide- 
spread hostility by merchandising 
their service. 

The speaker made a strong plea 
for more research, pointing out that 
General Motors Corporation alone 
accomplishes more in this respect 
than all insurance companies put 
together. 

Research was also stressed at the 
conference by Dr. George H. Gal- 
lup, vice-president of Young & 
Rubicam and head of the American 
Institute of Public Opinion, who ex- 
plained the operation of his cross- 
section sampling system of research, 
as a new science of “measuring 
public opinion.” 

Merryle S. Rukeyser, economic 
writer for the New York Journal, 
also addressed the meeting. 


Nast Plans New Magazine 


Conde Nast Publications, New 
York, will issue a new motion pic- 
ture magazine to appear about 
March 1, 1939. The magazine will 
be devoted generally to fashion and 
beauty and will feature Hollywood 
as the fashion center of America. 
Alice Thompson is the editor and 
Sydney Ager is advertising man- 
ager. 


Account to Brisacher 


Emil Brisacher & Staff, Los An- 
geles, has been appointed to handle 
advertising for Campbell Products 
Company, Pasadena. 
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Chase & Sanborn 
Eyes First Love 
in Package Test 


New York, Dec. 14.—The possi- 
bility that Standard Brands may 
again alter its basic merchandising 
plan for Chase & Sanborn coffee 
was indicated last week in a test 
campaign launched in Texas and 
Oklahoma to determine whether 
the widely advertised dated bag 
will be discarded in favor of a 
vacuum can. Vacuum containers 
were used prior to the advent of 
the dated bag. 


Now Sold Both Ways 


At present, Chase & Sanborn cof- 
fee is being sold in both the old 
and the new package in the two 
test states. No decision has yet 
been reached as to whether to con- 
tinue the experiment, the company 
said today. 

Newspaper advertising in Dallas 
featured the product both in bags 
and cans. Under the headline, 
“Now two ways,” both packages 
were pictured. The usual Chase & 
Sanborn emphasis on the fresh- 
ness of the product was eliminated. 
J. Walter Thompson Company is 
in charge of the campaign for Stand- 
ard Brands. 


When you are dissatisfied with your sales 
curve, do you wonder about the quality of 
your advertising copy? Do you demand 
ads with more punch? More ump-ff? 


$$$ Your ads may be just right. There ts 
such a thing as too much ump-ff. How 
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Long before these “four most’ whiskies were available in quantity to the consumer, National Distillers Products Corpora- 


tion began advertising them. 


about other phases of your adver- 


tising strategy? 


$$$ Suppose, for example, you sell 
to high executives — machinery, 
raw materials, insurance, air con- 


ditioning, or something else. 


$$$ To what extent are the publi- 
cations you advertise in read at 
home? Do you merchandise your 


This technique resulted in immediate sales success when the brands became more adequately 
available, following the four year interval after repeal required to age bonded liquor. 


The current list of eight magazines 


will be increased in 1939, as will promotion in other media. 


story forcefully enough in offices, where 
executives ¢ 


an readily consult with associ- 


ates, dictate instructions, get further facts, 
and buy? If you don’t, you can’t expect 
full value from your advertising copy. 


$$$ You merchandise your advertising, 


you tell your story to management execu- 
tives at point of sale, by using The Wall 
Street Journal. 


It is the one and only 


national publication for that purpose. 


$$$ 86 per 


WALL 
STREET. 


JOURNAL 


ee te 


“ ‘ere 


>» 


cent of its subscribers read it 


in their offices at their desks. 


$$$ It gives you, per ad- 
vertising dollar, more 
readers who are active 
management - executives 
of industrial corpora- 
tions with assets of over 
$1,000,000 than any 
other publication — 
magazine or newspaper. 


~ at point of sale 


ee es 


Newspaper Guild 
Seeks to Enlist 
Advertisers’ Aid 


(Continued from Page 1) 
the strategy was frankly admitted 
at the office of the guild. 

It was pointed out that a drive 
against advertising linage has been 
one of the most potent of guild 
weapons on several occasions. 
About a year ago the technique 
was developed to such an extent in 
the strike against the Brooklyn 
Daily Eagle that local advertisers 
were made the victims of “second- 
ary” picket lines, and appeals to 
the courts failed to produce any 
definite relief. 


“Blacklist” Threatened 


Guild activity here, among adver- 
tisers using the Chicago papers, is 
confined to national accounts, and 
has been supported by threats of 
“blacklisting” rather than “second- 
ary picketing.” Advertisers who 
refuse to comply with requests to 
withdraw from struck papers are 
listed in the guild organ, the semi- 
monthly Guild Reporter. Thus far 
no blacklist has actually been 
issued in connection with the Chi- 
cago strike. 

Advertisers who have been ap- 
proached by guild officials here are 
inclined to be _ resentful, even 
though the average company wants 
to be known as a friend of labor. 
One advertising executive today 
explained this position by pointing 
out that the advertiser feels his 
copy is strictly a business proposi- 
tion, a part of his merchandising, 
and a request that it be withdrawn 
from any important medium is ask- 
ing the advertiser to put himself 
deliberately in an unfavorable com- 
petitive position. 


Gets Whyte’s Restaurant 


Whyte’s Famous Restaurant, New 
York, has appointed Metropolitan 
Advertising Company, New York, 
to direct a newspaper campaign. 
Vaughan Weidel is account execu- 
tive. 


IAMA to Meet 


Interstate Advertising Managers 
Association will hold its annual 
meeting Jan. 6-7 at the Hotel du 
Pont, Wilmington, Del. David 
Knipe, Globe Times, Bethlehem, 
Pa., is president. 


“Home” Names Thompson 

American Home, New York, has 
appointed J. Walter Thompson 
Company, New York, to direct all 
advertising and promotional activi- 
ties, effective Jan. 1. 


Harrison Gets Furrier 
Lester Harrison Associates, New 

York, has been appointed to direct 

the account of W. H. Hall, New 


York retail furrier. 


|be ascertained until 


‘Dry’ Era Copy 
Kept Demand Alive 
for Bonded Liquor 


New York, Dec. 15.—The sub. 
stantial increase in 1939 promotig, 
for its bonded whiskies, announgg 
this week by National Distiller 
Products Corporation, highlight 
another chapter in a merchangis. 
ing story unique in that advert. 
ing for these brands was release 
almost four years before the whis. 
kies were actually available fy, 
quantity sale. 

The campaign for the fo, 
brands concerned—Mount Vernop 
and Old Overholt rye and Oy 
Granddad and Old Taylor bourbg, 
—dates back to 1933 when repe,) 
became effective. These were we 
known names even then and wer 
available, in small quantity at 
times. 

This quantity of bonded stock 
hand in 1933, however, would no 
have been sufficient to justify aq. 
vertising, save for the fact thy 
National Distillers looked foy 
years ahead and determined t 
maintain prestige and consume 
demand for the brands until large 
stocks of the liquors would 
available. The wait was necessary 
because of the four-year agin 
time required for bonded liquor. 

Results of this venture could not 
1937 when 
stocks placed under bond with the 
coming of repeal became available 
for sale. Its success was at one 
evident, with demand exceeding the 
supply. 

Recall Campaign Plan 

Early promotion of the four lead. 
ing National brands, company ex- 
ecutives recalled, was largely in 
class magazines. As the years went 
by, the campaign was slowly ex- 
panded. Then, as the aging period 
came to a close in 1937, a substan- 
tial price reduction was coupled 
with a big increase in promotion 
to give sales stimulus to the new 
stocks. For 1938 the four brands 
were grouped together as a unit 
and promotion was built around 
the “four most” line. This setup 
made it possible to use spreads 
instead of single pages, highlighted 
by bold color and copy treatment 

To Increase Current List 


Newspapers were added to the 
list of media and magazines in- 
cluded Collier’s, Esquire, Fortune, 
Ken, Liberty, Life, Time and the 
Social Spectator. Outdoor was als 
used widely, with spectaculars in 
leading cities and posters in 125 
locations. 

Plans for next year, not yet com- 
plete, involve increasing the cur- 
rent list of eight magazines 
about 20. All other media wil 
share in the upward trend. 
Arthur Kudner, Inc., will con- 
tinue to handle National Distillers 
advertising in 1939. 


— — 


“ATTENTION VALUE. 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacture” 
most direct method of contact at lowes 
cost with largest bona fide list. (Adve 


tisement.) 
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An advertisement addressed 
to advertising agencies by 
the McGraw-Hill Publishing 
Company, Inc., New York, N.Y. 
— Offices in Atlante — Boston 
Chicago — Cleveland — 
Detroit — Philadelphico — 
San Francisco — 
St. Louis. 


— and now for a 


HAPPY 
1939 


89 ADVERTISING PROJECTS 


APPROVED 


N\.E.M.A. Budget to Include 
Wide Range of Sales 


Promotion Drives 


\n intensified program of direct and 
indirect sales promotions for 1939 has 
heen eel by the National Elec- 
trical Manufacturers Association. 

These include ranges, water heaters, 
commercial cookery, kitchen moderni- 
zation, adequate wiring, rural electrifi- 
cation, industrial electrification, street 
and highway lighting and institutional 
safety. These actvities are to aid utili- 
ties, distributors, dealers and depart- 
ment stores, 

[he report of the meeting and 
names of newly elected officers are 
given in ELECTRICAL WORLD. For 
2 COPY, AUK EOE cvcsecccrecceoende@s & 


FOODS, DRUGS, COSMETICS 


Look Out for More Regulation 
in More States in January 


Manufacturers know that most legisla- 
tures will be asked to pass food, drug 
and cosmetic bills says a marketing 
story in BUSINESS WEEK. 

It points to the work of the North 
Dakota Regulatory Department which 
made 4835 inspections for sanitation 
last year and so far this year has is- 
sued test reports on 22 brands of ketch- 
up —47L samples of butter — 54 anti- 
septics and mouth washes (all but 3 
being misbranded according to North 
Dakota law). 

The details in the article furnish a 
shining example of why your clients 
ust interest themselves in getting 
‘tate legislation that’s uniform. For a 
copy of the story, ask for........ No. 2 


PLYWOOD MAKES A BUILDING 


(nusual Example of 
Prefabricated Plywood 
iffords Economical Construction 


\gencies promoting materials that go 
'o housing programs will find eve 
peners in the building story in EN 
INEERING NEWS-RECORD. 

Here a school building was literally 
ied together in the Wash 
ton, Fconomy was a motive and vet 
¢ finished job lacks little in perma 
ney or good taste. Because of 
values, the heating plant 
third from that for a con 
ntionally-designed building. It has 
own remarkable acoustical efficiencs 
for the complete illustrated story, ask 
LETTE TT Te TT TTT TTT No. 3 
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Tracing from BUSINESS WEEKS 
Index of Business Activity 


BIG SELLERS are BIG BUYERS 


Department Stores Buy 
Scores of Items for 
Maintenance and Operation 


Agencies which think of department 
stores ini terms of appliances for re- 
sale, are overlooking a good bet. 

There are 120 electrical items listed 
in WHOLESALER’S SALESMAN that 
are regularly bought by department 
stores for signalling cquipment, for the 
restaurant, soda fountains, flower shop, 
beauty parlor, window displays, sales 
rooms, and for maintenance. 

Stores are placing much emphasis on 
their plants—the refrigeration, air con- 
ditioning, escalators and similar pub- 
lic services and they are sizeable opera- 
tions. For a copy of “You Can Sell De- 
partment Stores,” ask for........No. 4 


* 


PLENTY TEXTILE MOVIES 


Publicity and Public Relations 
Motivate Their Production 


The two men who wrote the book, 
“How to Use Talking Pictures in Busi- 
ness” (Harper & Bros.) do a story in 
TEXTILE WORLD, pointing out how 
the industry lends itself to movies. Now 
that pictures in natural colors are feasi- 
ble and comparatively inexpensive, the 
problem of showing goods in natural 
colors is solved. They show how the 
big problem of circulation is handled 
and point to a list of 33 textile movies 
in circulation. 

The tendencies are toward education 
and information, but other objectives 
include advertising, sales promotion, 
sales training and institutional or pub 
lic relations activities. For the story, 
a SPETPUT TET TTT re. seo NO. & 


BUTTON FOR PROPOSALS 


To Supply Presentations with the 
Needed Assurance Facto 


At the conclusion of a presentation for 
industrial advertising, the prospect fre 
quently has a way of asking his agent: 
“Will it work?” 

Realizing the need for a concrete an 
swer to such question, a series of suc 
cessful advertising case studies is being 
prepared. Number One is now available. 
ROR COE cc nccccnevesuevenessses No. 6 
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THINGS THAT SELL THINGS 
Students of Sales Appeal 

Will Enjoy Reading the Features 
That Clicked at the Auto Show 


What sells the new cars? AMERICAN 
MACHINIST or PRODUCT ENGI- 
NEERING may tell you about the light- 
weight alloys, hypoid gears, compres- 
sion ratios, plastics, welds and finishes 
that MAKE the new cars. But all that 
language is Detroitese. So BUSINESS 
WEEK set out to count the “ohs” and 
the “ahs” recorded at the recent auto 
shows as guides to the features that 
MAKE the sales. 

These are embodied in a story of the 
fittings and gadgets that have added 
vital sales appeal to the 1939 models. 
Many agencies find the Auto Show 
floors real laboratories to measure reac- 
tions to sales appeals. For “What Sells 
the New Cars’’—also a story on the 
new trucks, ask L0f,. 4. ee eeeeeee eNO. 7 


BUSINESS GETTERS — 
P.C.C. CARS 


First Comprehensive Figures 
Show Striking Results 


What's the street car situation in your 
locality? The P.C.C. means President's 
Conference Committee street cars. Seven 
properties put them on trial and made 
the results public at the American 
‘Transit Association Convention. They've 
exceeded expectation. 

Agencies having to do with civic 
affairs or local public relations or local 
traction accounts will find excellent 
material in the results published in 
PRANSIT JOURNAL. For a copy ask 
GOP. os cooKees & 


Cr 


TELEVISION’S LABOR PAINS 
Radio's Biggest News 
Not Without Some Cramps 


Official birth of commercial television 
is set for April. N.B.C. puts it on the 
air at that time. Of interest to agencies 
handling radio accounts is the question 
now in the minds of prospective buyers 
of new radio sets: Should they buy 
now or wait for Television? Interesting 
too, are the answers to— How Will 
Television Affect Sound Broadcasting? 
- What Should the Customer, Who is 
Holding Out Because of Television, be 
‘Told? 

An article in RADIO RETAILING 
gives answers in a full report on Tele 
vision — authentic, because it reports 
the discussions at the meeting of the 
Board of Directors of the Radio Man 
ufacturers Association—adding the com 
ments of a number of radio manu 
facturers. For a copy, ask for... .. No. 9 


FORERUNNER of INCREASED BILLINGS 


Engineering Design Activity Means 
New or Improved Products to Be Advertised 


Pride of parentage always loosens the tongue and the pocket-book. And this 
obtains with even greater force to those who sire a new or re-designed auto, 
washer, radio, lathe, food or air conditioner. 


Of interest 


First, they must tell the world about it . . 
creased sales must be made to pay for the development 
work, create a profit and increase the net. 
to agencies, 
PRODUCT ENGINEERING, of 460 manufacturers on 
their engineering design activities. Quotes one: “We 
expect to develop a full line of gas burners for all sorts 
of applications. This line is new to our business.” It 
doesn't take a very long nose to smell increased billings 
here. For the study, ask for........ccccscescees No. 10 
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BILLION DOLLAR APPETITE 


Chemical Engineers Putting 
Plants on Diet 


Chemical engineers are constantly on 
the lookout for new materials of con 
struction to offset the appetite of acids, 
temperature, pressure and abrasion in 
eating the profit out of operations. 

So CHEMICAL & METALLURGI- 
CAL. ENGINEERING in its Materials 
of Construction Number, presents com 
plete data on the chemical, physical 
and mechanical properties of hundreds 
of types of construction materials in 
some twenty different metallic and 
non-metallic groups. 

Since the text gives the fundamental 
considerations involved in the selection 
and utilization of the various classes of 
materials — in the language of the field 
—agencies may find the articles brist- 
ling with guides to a vital copy appeal. 
For a copy of the issue, ask for. . No. 11 


WHY SOME CAMPAIGNS 
DON’T CLICK 


A Success Idea with a Warning 
to Advertising Men and 
Sales Managers 


Given a well-designed product, an evi- 
dent market for the product, a cam- 
paign with super-Townsend appeal - 
then one can imagine the advertiser 
making the down payment on a Rolls- 
Royce. 

A successful electrical contractor ex- 
plains how in some cases this set-up is 
a headache for the manufacturer, the 
agent, the contractor and the public. 

In ELECTRICAL CONTRACTING 
a successful contractor tells why so 
many in this business do not prosper 
— why he and twelve other contractors 
can cut wiring costs 20% and still make 
a satisfactory profit. If some agency 
clients wonder why they can't revolu- 
tionize the wiring business—show them 
this article titled,“How to Get Busi- 
ness.” For a copy, ask for....... No. 12 


CONSUMERS WILL PAY | 
FOR QUALITY 


Good Copy and Product Appeal 
Win 25 Cents per Loaf for Bread 


For years, per capital consumption of 
bread has declined, But in face of this 
FOOD INDUSTRIES runs the story of 
Pepperidge Farm Bakery, which in 
creased its production from 100 loaves 
per week to 11,000 per week, the first 
year — at 25 cents per loaf. 

Point of the story is evidence that 
there is a large market throughout the 
country anxious for better quality 
bread and a willingness to pay for it. 
For the details of this outstanding 
success in merchandising and manu- 
facturing, ask fOr. .....eee00++eNO. 1S 


ADVERTISING AGENT 


SPEAKS UP IN MEETING 


Analyzes Reasons Why People 
May Not Like the Transportation 


Before the Transportation Section of 
the Wisconsin Utilities Association, 
Harry B. Hall, Executive Vice-Presi- 
dent, Klau-Van Pietersom-Dunlap Asso- 
ciates, Inc., discussed the basic factors 
of public relations work. 

His analyses of how customers, pros 
pects and employees rate a utility are 
given in BUS TRANSPORTATION. 
For a copy, ask fOr. ....+.e600+eNO. 14 


NEW FOOD DEPARTURE 


Four Companies Develop a 
Continuous Process to Freeze 
Food in Cans 


Soon to be announced is a process for 
continuous quick-freezing cans of fruits, 
juices, vegetables, milk, eggs and other 
products. Consumer benefits by lowe 
cost. Farmer benefits through use of 
ripe fruits. The story in BUSINESS 
WEEK indicates that advertising will 
also benefit. For the story, ask for No. 15 


MAGNIFICATIONS UP TO 30,000 TIMES 


Electron Optics Opens New Avenues of Research 
and of Advertising Presentation 


Every advertising agent at times wishes for supermagnification to make clear a 
point in copy. Here comes the answer. The Electron Microscope, described in 
ELECTRONICS, makes possible magnification and resolving power far in excess 
of those possible with the ordinary light microscope. For example, if you wished 
to show a picture of pus bacillus in copy the best you could do with the ordinary 
light microscope is the picture at left. But with the two-stage electron microscope 
(right picture) the size and form of these bacilli may be easily distinguished at 
these greater magnifications. For the complete story of a relatively new branch of 
PRySicS KNOWN AS CHOCEFON ONtics, ATK GO. cccscccccccscovcscsocessasece No. 16 


336 West 42nd Street, New York, N. Y. 


McGRAW-HILL.PUBLISHING CO., INC. 
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Kotex fo Give 
Fibs Support of 


National Drive 


Tampon Product Will 
Be Promoted as Ad- 


junct to Line 
(Picture on Page 27) 


Chicago, Dec. 14.—International 
Cellucotton Products Company to- 
day disclosed plans for its first cam- 
paign on Fibs, a tampon product 
which the company introduced in 
1937 but which has so far been pro- 
moted solely through Kotex pack- 
age inserts. 

First copy for Fibs will appear 
in February issues of several wom- 
en’s magazines, an incomplete list 
including Cosmopolitan, Fawcett 
Women’s Group and Redbook. The 
amount of the budget for this drive 
was not disclosed, but it will be 
separate from appropriations for 
other products, and will also include 
cooperative newspaper copy. 

The 1939 campaign for Kotex 
will start at the same time, with 


the program being similar in most 
respects to that followed this year. 
A significant change is that new 
Kotex copy will emphasize that 
this company now offers “All four” 
standard methods of protection, in- 
stead of “All three,” as before. 

Kotex sales, incidentally, are 
continuing the curve which has 
never gone any way but up since 
the company’s organization in 1918. 
The total for this year is expected 
to show a gain over 1937, appar- 
ently indicating that sales of this 
product are immune to the ebb and 
flow of general business conditions. 

In launching its national cam- 
paign on Fibs, International con- 
firms the possibility reported in 
ADVERTISING AGE Sept. 19 and also 
discloses its intention to advertise 
Fibs as a product subsidiary to and 
not a substitute for Kotex. 

Gaining increasingly active pro- 
motion in the past two years, tam- 
pons of various manufacture have 
experienced similarly variant de- 
grees of success. 

Fibs, for example, was first placed 
on sale early in 1937. Even with- 
out any promotion other than store 
display and the package insert in 
Kotex, sales have increased at a 
fairly steady rate, along with the 
gain scored by Kotex. 

International never has, and, ac- 


cording to company executives, 
never will advance Fibs as a com- 
plete substitute for Kotex. Instead, 
Fibs is presented as suitable for 
“solving the problem of days when 
less protection is needed.” 

The good will and established 
confidence in the Kotex name also 
serve well in Fibs promotion. Copy 
for the latter in most instances 
leads off with such statements as, 
“It’s a Kotex product—so it must 
be good.” Fibs also has two trade- 
marks, the second being “The 
Kotex Tampon.” 


Use Fair Trade Contracts 


Insertions will be of column size, 
divided into three sets of pictures. 
In each, conversation between two 
women, or between one woman and 
a nurse, will point up the several 
copy appeals. Like other Interna- 
tional products, Fibs is sold under 
fair trade contracts, the minimum 
price being 23 cents for a package 
of 12. 

New Kotex copy will emphasize 
that “There is no average woman,” 
and that the complete Kotex line 
offers products adapted to individ- 
ual rather than general needs. 
Budget and media list will be sim- 
ilar to that used this year. Again 
actual figures are not disclosed. 
Previously published reports listed 


Candid-Conversation Survey 
Reveals that Detroit Automobile 
Dealers Prefer Newspapers Over 


All Other Media to Sell Cars.... 


The automobile is a family affair 

. and so is The Detreit News. It 
calls daily upon more homes in the 
Detroit area than any other news- 
paper! That's one reason why it 
leads all other Detroit newspapers in 
automotive advertising linage. Here 
are the figures for the first 10 
months of '938, 


EE: 6 6scwrnbenweweil -§01,033 lines 
2nd Paper ........... 323,775 lines 
PEED censseeeees 310,846 lines 


Authority Media Records 


And not only did The News lead 
Detroit papers, but it regularly car- 
ries more automotive advertising 
than any other newspaper in the 


entire country. 


Here is a survey made for The Detroit News among 295 auto- 
mobile dealers in and around Detroit to find out what advertising 
media they considered most helpful in selling their cars. 


The interviewer was a local aviator—a man intimately acquainted 
with automobile problems, and a personal friend of many dealers. 
That is largely why the survey could be carried out in a friendly, 


conversational manner. 


The Basic Question asked was: “What advertising media do you 
consider most effective for selling new cars?” 


Here's what the dealers answered: 


Newspaper ............. , 


Radio 
Billboards 


TTUTTITTITT TTT ere 
DEED co cccccccccecece 


TTTTT ccccce cae 95.2% 
WETTTITTT ere 66 22.5% 
WITTTiTT Tre -. 37 12.6% 
eescece cocccese OO 10.2% 


These answers are interesting and significant. They add further 
proof that newspapers are truly America’s greatest sales force—par- 
ticularly true in the case of automobiles. 


New York: |. A. KLEIN, INC. 


The Detroit News 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 


NO, THEY'RE NOT ALL ALIKE 


YOUR needs best... each day! 


So Kotex offers “All 4” types of sonitary protection_ 


Regular Kove” — oo he tamuitar ue bow 


Danor Roter® — in rhe green bey Someshat narrower that Regular, far days when less protecion 


ie needed . 


Super Kotex" — i» the brown box No longer or wider than Regular, yet i: extrs absorbency 


provides ema protection 


Fits,” the Kotex Tampan — the new invisible protection that’s worm internally; requires no pine of 
belt. Only Fibs are Quited for greater eatety— greater ese af wrermon--greaer comfort w we, 


Recommended bor the hoal days, partk wharly 


Yl Sa 


ome” eee Sapte "Thee Meet te Bk Pee Oe. 


Only cynics think all women are alike, this new magazine copy for Kotex indicates, 
Their differences provide a starting point for emphasis upon the variety of aids 
Lord & Thomas is the agency. 


offered in the Kotex line. 


on different deys and what's best for another woman isn't necessarily 
right for you. But only you can tell which type or combination meets 


All types of 
Kotex Napkins have these 
patented Kotex features 


—— 


KOTEX PITS 


STAYS WONDERSOFT! 

Keres nes Wondersat: Edges” evan. 

homed @ emtton bo preven! chatting 
oe 6 hem he lene 


KOTEX IS MADE FOR YOU! 


1937 magazine expenditures at 
more than $500,000. 

Pages and half pages in black 
and white are scheduled. Cooper- 
atively placed newspaper copy will 
also be used. 

Lord & Thomas is the agency for 
International Cellucotton. 


Distributors Get 
First Glimpse of 
New Hotpoint Line 


New York, Dec. 13.—Sales and 
advertising executives of the Edison 
General Electric Appliance Com- 
pany, maker of the Hotpoint line, 
were hosts here today to distribu- 
tors in this area at a conference 
celebrating introduction of the 1939 
models. 

The new line of Hotpoint appli- 
ances, including water heaters, 
ranges, refrigerators and home 
laundry equipment, has been de- 
signed to appeal more directly to 
lower income groups than hereto- 
fore, although prices will remain 
about the same. 

Advertising in 1939 will be on a 
basis similar to that followed this 
year, with the appropriation divid- 
ed about equally between maga- 
zines and newspapers. Posters are 
also scheduled. Definite announce- 
ment as to the media lineup is ex- 
pected by Jan. 1. 


Farm Editors Elect 


Walter Lloyd, Ohio Farmer, has 
been elected president of the Ameri- 
can Agricultural Editors’ Associa- 
tion. Other new officers are T. A. 
Leadley, Nebraska Farmer, vice- 
president, and Vaughn Spencer, 
Kentucky Farmers Home Journal, 
secretary. The election was held 
during the group’s convention. 


WWL to Fitzgerald 


Station WWL, New Orleans, has 
appointed Fitzgerald Advertising 
Agency, New Orleans, to handle its 
account. The station has also in- 
creased its power to 50,000 watts. 


Morse Campaigns Formed 

H. A. Morse Campaigns has been 
organized at 225 Varick street, New 
York, to serve “route-selling” in- 
dustries, such as bakers, dairies and 
laundries. 


Lasley with Bireley’s 

Charles A. Lasley has been ap- 
pointed advertising manager of 
Bireley’s, Inc., Hollywood, producer 
of an orange drink. 


Valentine Steps Up 
Promotion for 


Paint Products 


New York, Dec. 13.—Having en- 
joyed a banner year in 1938, Val- 
entine & Co. will increase its 1939 
advertising budget for both its 
paint and marine products, it was 
learned here today. Valspar prod- 
ucts will continue to be featured in 
magazine color copy, in addition to 
cooperative mewspaper promotion 
by dealers. A new product, “3 V 
Varnish,” which was_ successfully 
launched this year, will be given 
greater advertising support next 
year. 

Products of the marine branch 
of Valentine & Co. will again be 
advertised in yachting and marine 
publications. La Porte & Austin is 
in charge of marine promotion. Mc- 
Cann-Erickson handles advertising 
of Valspar paints, enamels and var- 
nishes. 


Account to Ludgin 


Glaser, Crandell Company, Chica- 
go manufacturer and packer of pre- 
serves and sauces, has appointed 
Earle Ludgin, Inc., Chicago, as ad- 
vertising agency. The company wil 
soon market its new line of Cradk 
Baby strained and seedless jams. 


+PHOTOS 


STOCK 


®@ Thousands of ready-to-use 
illustrations, on all subjects. 
are available for your inspe* 
tion. Write, wire or phone . - 
KAUFMANN & FABRY CO. 
425 S. Wabash Ave. e Chicag® 


PHONE HARRISON 3135 
106 West 43rd St, NEW YORK 
Phone Bryaat 9-6682 
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December 19, 1938 ADVERTISING AGE 


Ask Your Sales Manager 


ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 9 LEADING SUNDAY NEWSPAPERS 


SALT LAKE TRIBUNE LONG BEACH PRESS- TELEGRAM SAN DIEGO UNION SACRAMENTO UNION PORTLAND OREGONIAN—not « member 
SPOKANE SPOKESMAN - REVIEW ARIZONA REPUBLIC TACOMA NEWS.- TRIBUNE SAN BERNARDINO SUN of Associated Weekly but sold with the group. 


HERE SALES ARE E 


¥% Associated Weekly makes your 
original plates free. You supply 
us only the artwork and type-set 
copy. This makes it easy for you 
to use Associated Weekly Color. 


T’S one thing to promise—anotherthingtopro- so keen, where there is less labor strife, where 
duce! Your sales manager has your ownfig- men and women are building and buying. 
ures to prove our statement: Sales are easier in Four and one quarter million people do their 
the markets of Associated Weekly. purchasing in the kingdoms of Associated 
Why? The reasons are equally easy. The entire Weekly — four and one quarter million people 
seven western states are rich in sales potential, © who buy more at retail than do the combined 
but these nine markets within this great West cities of Philadelphia and Boston, or the com- 
are even richer. These nine kingdoms of Asso- _ bined cities of Los Angeles, San Francisco, Oak- 
ciated Weekly boast average per capita sales land, and Seattle. 
of $511. Compare this with the U. S. average of First, sell where sales are easy. In ‘39 let Asso- 
$270. It's easy to sell where competition is not ciated Weekly lead your western sales drive. 


“35. 


OFFICES: NEW YORK «© CHICAGO « SAN FRANCISCO ,., LOS ANGELES 
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ADVERTISING AGE 


Duecniiver 19, 193¢ 


) F 000, 000 Sale 
for Make-up Cape 
in National Debut 


International Latex Re- 


cords Sales Success in 
3 Months 


'as well as its function. 


New York, Dec. 15.—International 
Latex Corporation today reported | 
success on three counts in its 
first national advertising venture, | 
launched two months ago for a new | 
Playtex make-up cape, designed to 
solve the feminine problem of pow- 
der smeared gowns. 

Results to date of three magazine 
insertions include an estimated sale 
of nearly 1,000,000 capes, and the 
opening of 1,000 new retail outlets, 
with both of these factors indicat- 
ing a rosy path ahead for the new 
product. 


Coupon Proves Fruitful 


The company’s sales force first 
learned of this product Oct. 22. Fol- 
lowing this conference, copy ap- 
peared in the December Esquire and 


in subsequent 
Vogue. 

Headed “Make-up and Give,” these 
insertions put plenty of emphasis 
upon the gift appeal of the product 
A coupon 
appeared with each insertion. 

This coupon, the company report- 
ed, has been responsible for a major 
part, although not all of the orders 
received. Supplementary promotion 
by a number of department stores 
has also proven a powerful stimu- 
lant for sales. 

None of the coupon orders was 
filled directly by the manufacturer. 
Instead, they were turned over to 
retail outlets, a technique responsi- 
ble for the increase in the number 
of these outlets. 

The gift appeal used in copy ap- 


parently offered a solution to many | 


Christmas shoppers, with the aver- 
age order being for three capes and 
some running as high as a dozen. 

The cape sells for $1, comes in 
three colors and is_ individually 
packaged. It is sold at cosmetic 
counters. It is not the first such 
product, although it is the first 
made from liquid latex and the first 
which has been backed by national 
advertising. 

Future advertising plans have not 
been disclosed as yet by A. N. 
Spanel, president of the company, in 
charge of sales and advertising. 


issues of Life and | 


Better Stanolind 
Heralded in 


1,553 Newspapers 


Chicago, Dec. 15.—Virtually ev- 
ery newspaper in its territory is 
being used by Standard Oil Com- 
pany of Indiana to announce im- 
provement of Stanolind, its lowest 
price line, Wesley I. Nunn, adver- 
tising manager, announced today. 
A one-time, 1,120-line advertise- 
ment will appear in 1,553 daily and 
weekly newspapers in nine states, 
with 193 other daily and weekly 
| papers to carry it as distribution is 
'extended to Colorado, Montana, 
North Dakota and Wyoming. 

The announcement informs read- 
ers of the addition of tetraethyl 
lead to improve the anti-knock 
qualities of Stanolind, with no ad- 
vance in prices. 

Copy has high attention value, a 
reverse Ben Day plate occupying 
most of the space. Dealers have 
been provided with station signs, 
banners and pennants to call motor- 
ists’ attention to the new fuel. Mc- 
Cann-Erickson is the agency. 


Now Vehon Company 


Vehon-Weinstein Agency, Los An- 
geles, has changed its name to Har- 
vey L. Vehon Company. 


Advertising Can Be 


Control of Circulation 
Provides the Ultimate |-— 
in Selective Coverage 


From an advertising standpoint, the basic ad- 
vantage of business publications is the selective 


coverage they provide. Through the years, such 


selectivity has been gained by the intelligent con- 
trol of editorial appeal—to attract to each busi- 
ness journal exactly the type of reader desired. 


That this is sound, no one can question. But it 
must be equally obvious that there is a great dif- 
ference between “attracting a type of reader” and 
providing efficient, complete advertising coverage 
of a market. Many men who represent little buy- 
ing capacity and many who lack any buying 
authority can easily be sold a subscription to a 
publication edited for “their type.” 


other hand, many men who are 


portant market-wise cannot be reached or sold at 


Scientific 


reasonable expense by any subscription sales- 


Thus something more than editorial control is 
needed to turn a fine business paper into an 
efficient marketing medium. And that is exactly 


what C.C.A. Publications provide. In addition to 


the Controlled 
And, on the 
extremely im- 


controlled editorial appeal, C.C.A. Publications 
have controlled circulation so that coverage is 
scientifically accurate. 


In a C.C.A. Publication 


you get the men who buy—not part of them, all 
of them,—and nothing else. And you don’t have 
to take the publisher's word for it . 


.. thanks to 
Circulation Audit which gives you 


facts. Control of circulation provides the ultimate 
in selective, efficient advertising as a comparative 
test will quickly prove. 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


AMERICAN POLICE REVIEW 


AUTOMATIC HEAT & AIR CON. 
DITIONING 


BAKERS REVIEW 

BANKERS MONTHLY 

BETTER ROADS 

BEVERAGE RETAILER WEEKLY 
COMPRESSED AIR MAGAZINE 
CONSTRUCTION DIGEST 


CONTRACTORS AND 
ENGINEERS MONTHLY 


DIESEL PROGRESS 

DRUG TOPICS 

ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 


ELECTRICAL 
MANUFACTURING 


EXCAVATING ENGINEER 
FLEET OWNER 
GLASS PACKER 


GOLFDOM 


HITCHCOCK’S MACHINE 
TOOL BLUE BOOK 


HOSPITAL TOPICS & BUYER 


INDUSTRIAL EQUIPMENT 
NEWS 


INDUSTRIAL POWER 
INDUSTRY AND WELDING 
JOBBER TOPICS 

LIQUOR STORE & DISPENSER 
MACHINE DESIGN 

MEAT 

MEDICAL ECONOMICS 


MILL & FACTORY 
MODERN MACHINE SHOP 
NATIONAL JEWELER 
NEW EQUIPMENT DIGEST 


The OFFICE 
Magazine of Office Equipment 


PETROLEUM MARKETER 
PREMIUM PRACTICE 
PROGRESSIVE GROCER 
ROADS AND STREETS 
RUG PROFITS 

SODA FOUNTAIN 

SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


TEXTILE AGE 
TIRES 


WHAT'S NEW IN HOME 
ECONOMICS 


WOOD PRODUCTs 


CONTROLLED CIRCULATION PUBLICATIONS 
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NEW MAKE-UP ACCESSORY FOR WOMEN 


International Latex Corporation, New York, used this magazine copy to introduce 
“the Playtex make-up cape, designed to protect milady's qown while she is putting 
on her cosmetics. 


—. 


Chover Growers 
Organize to 
Conduct Campaign 


Grand Rapids, Mich., Dec. 13.— 
Plans to place a national advertis- 
ing campaign behind. cherries ri- 
pened today with formation of the 
Michigan Association of Cherry 
Growers, pledged to divert one- 
eighth cent per pound from its reve- 
nue to finance promotion. A. J. 
Rogers of Traverse City was elect- 
ed president; Raymond Newton, 
Hart, vice-president; Don Hootman, 
East Lansing, secretary, and Carl 
Steimle, Sodus, treasurer. 

The cherry growers have received 
assurances that the Michigan can- 
ners and cold storage houses will 
give financial support to their pro- 
gram. If 75 per cent of the growers 
can be organized behind the cam- 
paign, a substantial sum will be 
made available for advertising. The 
next meeting will be held Jan. 13, 
efforts in the meanwhile being con- 
centrated on lining up the growers. 

Heretofore, the Michigan indus- 
try’s sole publicity has centered 
around National Cherry Week. 
While some favorable results have 
been noted from this event, the 
growers feel that a more adequate 
campaign is essential if cherries are 
to achieve a more favored position 
on the national menu. Appointment 
of an agency awaits completion of 
financing. 


Geyer to Combine 
“Sports Age”, “Journal” 

Geyer Publications, New York, 
has purchased Sporting Goods Jour- 
nal from Gillette Publishing Com- 
pany, Chicago, and will consolidate 
it with Sports Age beginning with 
the January issue. 

The consolidated publication will 
|continue to use the pocket size for- 
mat of Sports Age. 


Van Horn Promoted 

H. F. Van Horn has been ad- 
vanced to national advertising man- 
|}ager of the Milwaukee News-Senti- 
/nel. Mr. Van Horn, originally on the 
copy desk in the sports department 
j}and automobile editor of the In- 
| dianapolis Star, joined the Sentinel 
|in 1927. 
—— 
Joins Broeder Agency 
| Beatrice Knetzger has been ap- 
i space buyer for Clifford F. 
| Broeder Advertising Agency, St. 
| Louis. Miss Knetzger was formerly 
| with Helen Seevers Agency. 


Gas Association 
Pushes Drive for 
Certified Ranges 


New York, Dec. 13.—Continuing 
its efforts to acquaint the nation’s 
housewives with the advantages of 
gas ranges bearing the CP seal of 
|certified performance, the American 
Gas Association will use 20 adver- 
tisements in nine national maga- 
zines during the first eight months 
of 1939. 

The schedule includes American 
Home, Better Homes & Gardens, 
Good Housekeeping, House Beauti- 
ful, House & Garden, Ladies’ Home 
Journal, McCall’s, The Saturday 
Evening Post and Woman’s Home 
Companion. Space in business pa- 
pers has also been planned. 

A wide array of promotional 
helps, including display material 
and newspaper mats, will be sup- 
plied dealers. One of the ideas that 
retailers will be encouraged to adopt 
is to hold local style shows, featur- 
ing CP ranges. McCann-Erickson 
is handling the consumer advertis- 
ing. 


To Represent “Medicine” 

Simpson-Reilly, Ltd., has been 
appointed Pacific Coast representa- 
tive for Modern Medicine, Minne- 
apolis. 


THANKS! 


WEBR thanks its 
advertisers for 
making 1938 
a record year. 


ON THE NBC RED NETWORK 
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show card writing, interior display,|estimates that about one out of|organizations provide any training | ucational authorities would be peti- 
Advertising Retail color, line and design, commercial|eight gainfully employed workers|for their employes. tioned to set up practical courses to 
i art, direct mail selling and news-|are engaged in the distributive oc- “Probably in not more than 25|meet the need. Dependent upon 
— paper copy. cupations .~ me by Mh pee Bene cities have there been classes for | State i rayon Aap te ere 
were more than 6,900, employers | distributive workers organized ties would provide a portion of the 
raining Courses Advertising Courses Listed and employes in five major fields| state and local pes resend money which would be supplement- 
Retail selling as applied to speci-|of distribution. It is estimated that| ties jt is reported. “It is apparent, | ©4 from money received by the state 
‘ 4 fic trades such as shoes, bakeries, | about 300,000 young people between therefore, that up to the present boards of education from the U.S. 
in swe roje groceries, department stores, meat,| the ages of 18 and 24 enter the dis- time vesntionnt training for those Treasury. Courses would be ar- 
insurance, textiles and fabrics, and|tributive trades each year from entering distributi ti ranged in various schemes from 
foods are among the most widely |schooling which has provided little 8 a Cee oe part-time arrangements to evening 
° Se ee : ine tension training for those already 
Interior Department offered. General distributive tech-|or no specific training for these oc- pee di < classes. 
S ndin More Than|iaues are covered in courses on re- cupations. The department also ae in such occupations has| ‘Teachers to be selected for the 
pe g tail store management, sales promo- | points out that in 1933 less than 40,- n almost negligible. work would be taken only from the 
$/,000,000 a Year tion and sales management, retail | 000 high school students were being Encourage Local Business practical field of experience, the de- 
credit, store operations, traffic and| given any training at all in sales- partment points out. “Successful ex- 
washington, D. C., Dec. 14.—Ad- transportation, accounting, sales-|manship. Local business is encouraged to|perience in a distributive occupa- 
ine { . ss manship, consumer relations, book- On the side of business, the de-| take the initiative in establishing| tion, together with a knowledge of 
vertising and retail sales training rap - , — - : ° 
. : a eeping, business fluctuations and a| partment has surveyed the field and| courses. Training needs most vital} the best practices of performing the 
courses figure prominently in the nent at atts Sata tek Setively § d t-| would be tively d ided|iob activiti f th be j 
‘lion dollar program for distribu- ost of others. nds at relatively few depart- cooperatively decided! job activities of those to instruct- 
million . The Department of the Interior! ment, chain stores and other selling | upon by business and then local ed-| ed” is the first requisite. 
tive education sponsored by the De- 
partment of the Interior through the | = 
Office of Education, an analysis of 
the project revealed today. 
Activity in this program has been | 
considerably stepped up in recent | 
weeks, it is reported, with depart- | 
ment agents now visiting all sec- | 
tions of the country in search of 
material suitable for use in dis- 
tributive education. 
The program itself was made pos- 
sible by the George-Deen act of 
1936, allocating $1,200,000 to the va- 
rious states on the basis of popula- 
tion to aid local education groups in | 
establishing training courses. 
General objective is assistance to 
all types of workers in the distribu- 
tive fields, and through this assist- e — 
ance to render a possible saving of . 
ie a dee He Ut My flieee tt be fad Lid 
Such a saving, the department | 
points out, might amount to four 
billion dollars annually. It is also 
hoped that labor turnover, estimat- 
ed at about 25 per cent in this field, 
might be cut down substantially. 
Savings to the consumer are also a 
mentioned as the logical outcome of 
these two objectives. Newsweek gained 
State Support Also : 
: The federal money is to be 
yf matched by state appropriations at 
yf 50 cents on the dollar until 1946, . 
n when the rate will be dollar for dol- 
‘ lar. All states have passed enabling 86 new advertisers 
" acts to permit acceptance of federal 
s money for this project. Current 
state appropriations range from 
n $121,090 in New York to $570 for 
7 Alabama. 
° Development of the program, se- * 
e lection of courses, hiring of teach- in 1938 
y ers are to be directed by local school 
e authorities with the approval of 


~- => 6 


TT ¢ 


state boards of education. When 
state plans governing fundamentals 
are set up, the Office of Education 
of the Interior Department must 
give approval before the grants are 
made. The courses selected will de- 
pend wholly upon local needs and 
local wishes. To date more than 
100 courses have been given which 
range from general merchandising 
and marketing to “salesmanship for 
milk wagon drivers.” Those eligible 
to take the courses cover the per- 


Bn 1938, Newsweek added 86 important na- 


And here’s why Newsweek's audience is 


a 
} 


sonnel field from clerks to store tional advertisers to its already-impressive labeled ‘high-income, above-average’ 
managers. : 
pyaar Ne bat neice roster. ' 
J ertising courses cover proced 67.2% of Newsweek's audience 
re in such fields as banking, small —"* ‘ . 
store operation, window trimming, Significance New advertisers are have annual incomes above $3,000 


turning to Newsweek in growing numbers, 
while old advertisers are increasing their 
investments . . . because Newsweek's high- 
income, above-average audience has proven 
outstandingly profitable. An indication of 
the magnitude of this trend to Newsweck 
is its 29% gain in advertising revenue, for 
the September-November quarter, of 1938, 
over the same period of last year. 


ss Store Field rs, 
DEPARTMENT STOR 


Newsweek 


The Magazine of News Significance 


42.2% of Newsweck's audience 
have annual incomes above $5,000 


While 68° of Newsweek's families (now 
over 330,000 strong) are in the business 
executive and professional class. 


ae, we 


| Department The Trend's to Newsweek! 


West 39th St., New York City 
_ This publication has the 
largest retail circulation 
_ of any business paper in 


. a. department store 
= field. 
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A. B. C. Readership Audits? 


At a meeting of the board of 
directors of the Audit Bureau of 
Circulations, held in New York De- 
cember 2 and 3, the managing 
director was asked to make a study 
of what is being done in the field 
of measuring reader interest, with 
the idea of determining whether it 
is practicable for the bureau to em- 
bark upon a qualitative project of 
this character. The action was 
taken as a result of a resolution on 
this subject adopted by the adver- 
tiser division at the A. B. C. con- 
vention in Chicago in October. 

The initiation of a study of 
readership measurement by the A. 
B. C. comes at a time when the 
subject is of unusual interest, as a 
result of the widespread discussion 
growing out of the publication by 
Life of the first results of a maga- 
zine readership survey recently 
completed by a group of well- 
known research experts. The con- 
troversial aspects of this study im- 
mediately resulted in suggestions 
that a cooperative survey, made 
under the auspices of some such 
unbiased group as the Advertising 
Research Foundation, would pro- 
duce results which would be gen- 
erally acceptable. 

Since the A. B. C. is in the busi- 
ness of auditing publication circu- 
lations, and since the study of 
readership over and beyond the in- 
formation contained in quantitative 
form in the A. B. C. reports seems, 
superficially at any rate, to be 
merely an extension of what the 
bureau is already doing, it might 
seem entirely reasonable for it to 


consider an expansion of service in 


Leadership 


W. Averell Harriman, chairman 
of the board of the Union Pacific 
Railroad, and a well-known invest- 
ment banker, told the Illinois Manu- 
facturers Association at a dinner in 
Chicago last week that if business 
wants to remain free of excessive 
government regulation, it must set 
its own house in order. It must 
supply leadership which will elim- 
inate abuses. 

Referring specifically to the re- 
sponsibilities of those who use the 
power of advertising to move goods, 
he said that business must be truth- 
ful in the presentation of its prod- 
ucts, in its labeling, in its advertis- 
ing, in its financial statements. 

“if business is to survive,” he 
continued, “we must ourselves take 
leadership in the 
abuses before the 


elimination of 


issues become | 


that direction. Actually, however, 
the two operations are so dissimilar 
that it is doubtful if the long ex- 
perience of the A. B. C. in its kind 
of auditing would be of much value 
in measuring readership. 

The A. B. C. audits are like any 
other kind of audit involving check- 
ing and authenticating records, 
financial and otherwise. While 
some big holes have been found in 
the methods of auditors, such as 
those disclosed by the McKesson & 
Robbins investigation, and the A. 
B. C. has had its own troubles in 
eliminating all the bugs from audit 
reports, the task in general is rela- 
tively simple. It is merely a physi- 
cal count of tangible things, such as 
paper and printing records, sub- 
scription orders and newsstand 
sales, each of which is capable of 
being verified in an absolute sense. 

Readership surveys are not stud- 
ies of figures which can be audited 
as a circulation statement is aud- 
ited. Instead of checking figures, 
the researcher into reading habits 
studies people. He is dealing in in- 
tangibles, not for the purpose of 
establishing absolutes, but to com- 
pare relatives. He requires a tech- 
nique which is not comparable with 
that of the accounting type of 
auditor. 

We hope the A. B. C. will firmly 
resist the temptation to venture an 
expansion into the field of reader- 
ship measurement. Its quarter cen- 
tury of work in circulation audits 
still leaves problems to be solved, 
and its long experience and expert 
facilities should be utilized in im- 
proving the important job now be- 
ing done. 


of Business 


acute, through the individual action 
of business men, their trade asso- 
ciations and other organizations, 
and not abdicate that leadership to 
government.” 

Advice of this kind is sound, as 
advertisers know by experience. 
They are now cooperating effec- 
tively to clean up abuses in this 
field, even though action was not 
taken until government regulation 
became a fact. Now that the finan- 
cial statements of some advertisers 
are being attacked, here is another 
vital point at which business must 
apply whatever reforms are neces- 
sary to protect the savings of the 


public invested in listed securities, | 


and to conserve the good will de- 
servedly enjoyed by the great ma- 
jority of important businesses in 
America 
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—Progressive Grocer 


“He wants to know what we'll allow him on the old one." 


Ad-li 


To What Extent... 


The No. 1 sucker of the country 
—the fellow who fills out all the 
coupons and answers all the circu- 
lar mail—appears to be one Sidney 
Newman, of Brooklyn. Not that Mr. 
Newman enjoys the task, or is de- 
liberately seeking the title. Some 
person unknown has been thinking, 
apparently for a year or more, that 
it would be great fun to fill in all 
kinds of blanks with young Mr. 
Newman’s name, and mail them in 
for subscriptions, sets of encyclo- 
pedias, a dozen hand-knitted ties, 
or what have you. 

And this person unknown has 
been so persistent and so diligent 
a coupon answerer that Mr. New- 
man finally took the matter up with 
his boss, who liked the lad’s work, 
but thought he had an insufficient 
amount of time for it as a result 
of having to answer as many as 50 
or 75 duns every week. The boss 
came up with a mimeographed 
sheet, originally dated May 24, 1938, 
but still in use. It says, in part: 

“Please take notice that I, Sid- 
ney Newman, have had nothing to 
do with ordering the material you 
recently shipped to me. 

“Some imposter is using my 
name. I have already solicited the 
aid of the postal authorities, as well 
as the district attorney... 

“Anything you can do to help me 
locate this person who is using my 
name and address will be greatly 
appreciated. 

“T regret the inconvenience 
caused you and the fact that I 
couldn’t write you about this mat- 
ter sooner, as I have had as many 
as 50 to 75 letters to write in one 
week.” 

And a postscript adds, “This let- 
ter was made up for me by my em- 
ployer, to expedite my correspond- 
ence.” 


Farmers Go Sissy 


It wouldn’t surprise us in the 
least to see a farmer at work one 
of these days with top hat, cane, 
spats and cutaway. That’s the feel- 
ing we got after observing a clever 
merchandising stunt pulled last 
Monday by the Minneapolis-Moline 
Power Implement Company. 

Anxious to demonstrate its lux- 
urious new Comfortractor, M-M 
sent out 35 salesmen at the wheels 
of 35 of the streamlined vehicles to 
visit local dealers and give farmers 
road tests. The latter lined up in 
long cues awaiting their turn. 
They discovered something quite 
different from the lumbering power 
monster to which they’ve been ac- 
customed. 

They found new, zippy class in 
farm equipment, such as motors 
with five speeds forward, capable 
of leaping ahead from a crawl to 
40 miles an hour. But what evi- 
dently pleased them most was the 
host of 1939 automobile comforts 
they encountered—ashtrays, cigar- 
ette lighter, knickknack compart- 
ment, heater and radio. 

It won’t be much trouble keeping 
‘em down on the farm after this. 


Honest Bergdorf 


;recent advertisement in the New 


sy Mae de 


bbing 


| Yorker. Instead of the usual mouth- 


filling and curse-destroying words 
like “simulated” that go along with 
pearls that are not quite pearls, this 
copy talks right out in meeting 
about fake pearls and unreal emer- 
alds, unreal topaz, etc. 


Football-Crazy Fan 


Green Bay, Wis., (you’ve heard 
of it?) is a somewhat smallish city 
half way up the western shore of 
Lake Michigan, and until profes- 
sional football got going, it was just 
another town in the hinterland. But 
now it’s the football city—the home 
of the Packers—the football-craziest 
town in these United States. 

So it is little cause for wonder 
that Green Bay papers were filled 
with highly enthusiastic advertising 
messages prior to the play-off game 
with the New York Giants a week 
ago—messages that talked of cham- 
pionships and champions, and paid 
much more attention to the business 
of football than the business of sell- 
ing coal, or printing, or paint, or 
whatever it was. 

But the highlight of the advertis- 
ing tie-up was the double truck 
which Rahr Green Bay Brewing 
Corporation bought. This double 
truck did have two small pictures 
of bottled Old Imperial, and a line 
or two in praise of the brew, but 
its principal purpose was to show 
the citizens of Green Bay “what 
New York thinks of the Packers,” 
which purpose it fulfilled by devot- 
ing two solid pages (minus the beer 
bottle pictures and explanatory text 
mentioned above) to reproductions 
of news stories and pictures from 
New York papers, dealing with the 
Packers. Mr. Fred R. Miller, presi- 
dent of the brewery, went down to 
New York for the first 1938 Pack- 
ers-Giants game, and was so im- 
pressed with the publicity his town 
was getting in the big city that he 
decided to reproduce some of it in 
paid space. 


Jottings 


Three-cornered pants, neatly 
done up in baby blue ribbon, have 
been dispatched to advertising buy- 
ers and prospects by Building, Chi- 
cago, as a reminder that the paper 
has passed its first birthday. . . 

If you left a collar-button in your 
room when last you were in Phil- 
adelphia; if someone in the city of 
brotherly love won’t pay that bill 
he owes you; or you want to make 
discreet inquiries about what color 
hair that lady has who writes you 
such saucy letters, don’t worry. 
Business and Personal Service will 
take care of it for you, as well as 
almost anything else you can think 
of, for a minimum charge of $2 in 
the city and $2.50 in the suburbs. 
Headed by P. S. Keiser, professor 
of marketing at Temple, the or- 
ganization functions from the Jef- 
ferson bldg... . 

“Give a Jersey heifer for Christ- 
mas,” is the advertising message 
of the American Jersey Cattle Club 
in farm papers. . . 

Westover-Wolfe, Albany distrib- 
utor of G-E heating equipment, 
uses a solid reverse plate to say: 


“Things around your house won't 


Our bestest phony orchid goes to} look like this if you use General 
Bergdorf Goodman this week for a! Electric automatic heating equip- | 
ae 


| ket. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or throug, 
ADVERTISING AGE, by any nation, 
advertiser or advertising agen, 
executive writing on his busines, 
letterhead. 


No. 1440. Speedy-Q Sound Efe, 
Records. 

Charles Michelson has issued th, 
catalog of Speedy-Q sound effect 
recordings, which lists just aboy 
everything from the peaceful soy; 
of linnets and meadowlarks and |py 
tide at night to cannon, rifles, pis. 
tols, ricochet bullets and roarin, 
lions. The advantages of the split 
second cues, the cost and other de. 
tails about the records are given, 


No. 1441. The Country Weekly—we; 
or Dry? 

This is a report on a survey made 
by Woodyard Associates, coopera. 
tive group of country weekly pub. 
lishers, among its 2,113 members 
The survey covers spirits advertis. 
ing in the states which permit 
liquor advertising, and the week. 
lies’ attitude toward beer copy in 
all 48 states. 


No. 1442. The Tale of Three Cities, 


Radio Station WOAI has issued 
this survey showing to what extent 
listeners tune in to this station in 
the three largest cities of its pri- 
mary area—San Antonio, Austin 
and Corpus Christi. 


No. 1443. How to Cash In on An- 
nual Meat Packers Guide, 1939 
This booklet, issued by Davis 
Publications, describes the first edi- 
tion of the Annual Meat Packers 
Guide, which will appear in March, 
1939. This will be a data book of 
operating and management infor- 
mation on the production end of 
meat packing, sausage and by-prod- 
uct manufacturing and rendering, 
designed for the men who specify 
and buy. 


No. 1429. Curiosity. 


Details of readership and mar- 
ket coverage are given in. this 
survey report issued by School Arts 
magazine. The analysis shows who 
recommends for purchase and who 
actually buys art and craft supplies 
for public schools, where these sup- 
plies are purchased, and the part 
played by School Arts in the art 
teaching field. 


No. 1428. The Brandt Eye-Camera. 

Look has issued this booklet 
which describes the Brandt Eye- 
Camera, telling how it records eye 
movements and giving some ex- 
amples of actual eye-movement 
studies. Possibilities of the camera 
in the field of advertising and pub- 
lishing, for the study of readers’ 
attraction to a page and its message, 
are outlined. 


No. 1438. People Make a Market. 


This study of the nine-county 
Cedar Rapids market and its people 
has been issued by the Cedar 
Rapids Gazette. It tells the story 
of the area’s population, agricul- 
tural and industrial setup, retail 
sales, banking activity and other 
market indices, and outlines the 
paper’s coverage. 


No. 1435. Who Reads The Iron Age 


In this analysis, The Iron Age 
classifies its readers according 
groups of related manufacturers 
The study provides a cross-section 
of the publication’s readership iD 
machinery, metal goods, shipbuild- 


ing, automotive and many other 
fields. 
No. 1436. Dominating the Rich 


Washington Area. 


Radio station WJSV has issued 
this brochure which maps the 
Washington trading area, compris- 
ing the District and 14 counties of 
Virginia and Maryland, and shows 
the station’s coverage of the mar- 
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THEY TURN FAT HOGS INTO RADIOS 


FARM JOURNAL readers raise cash when they feed hogs—cash that 
buys radios, reapers and repeat orders of everything that large active 
families require. For America’s farm income totals nearly eight billion 
dollars cash, and farm families buy a large share of all manufactured goods. 


FARM JOURNAL is geared editorially to the news-minded farm family. 
National in scope, concise as farm readers like it, timely as no other farm 
magazine can be because it prints and delivers on a four day writer-to- 
reader schedule, FARM JOURNAL shapes the producing, selling and 
buying plans of 1400,000 modern farm families. 


These readers and their intense reader interest assure a profitable 


response to your sales story. 


FARM JOURNAL ‘*::";,."" 


Reaches 1,400,000 Families Whose Crop is Money 
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ADVERTISING AGE 


December 19, 1932 


Auto Manufacturers 
Urged to Adopt 
Price Maintenance 


Dealers’ Association 
Also Asks Permanent 
Drive on Used Cars 


Detroit, Dec. 14.—Automotive 
manufacturers have been asked by 
the National Automobile Dealers 
Association to consider the use of 
resale price maintenance in new car 
marketing and adoption of a per- 
manent advertising and marketing 
program for used cars. 

The association voiced its belief 
in both the validity and practical 
application of price maintenance, it 
was disclosed this week by Seymour 
M. Lewis, attorney for the Chicago 
Automobile Trade Association. The 
desire for a permanent advertising 
campaign on used cars was carried 
to the manufacturers in resolution 
form. 

In outlining the dealers’ view- 
point, Mr. Lewis described the de- 


velopment of resale price mainte- 
nance legislation and discussed its 
application to the automotive indus- 
try with a specific view to improv- 
ing the “internecine competition be- 
tween new car dealers.” 

This competition is particularly 
severe among retailers selling the 
same make of cars, Mr. Lewis de- 
clared, and has caused an excessive 
number of failures. 


Would Correct Evils 


Resale price maintenance, it was 
alleged, will correct such evils as 
discounting and bootlegging, sales 
by unauthorized dealers and reck- 
less trading. 

“It is apparent that the most mu- 
tually destructive competition is es- 
sentially between dealers handling 
the same line of cars,’ Mr. Lewis 
remarked. “Therefore, resale price 
maintenance would protect them 
and result in benefit to all dealers 
handling one make of car, eliminate 
unfair trade practices, and bring us 
back into the field of fair, aggressive 
competition. This, then, resolves it- 
self into a matter solely between an 
automobile manufacturer and _ its 
dealers, and does not affect competi- 
tion between the various manufac- 
turers. 

“Business practices for some years 
so far as the new automobile retail 


in ruthless competition, predatory 
price cutting and a high mortality. 
Resale price maintenance will cor- 
rect these evils. It is an adaptable 
device, a thermometer which varies 
with the economic temperature. It is 
a price regulation measure which is 
sufficiently flexible so that it can be 
made to vary with times, business 
conditions and the law of supply 
and demand. It does not lessen 
competition, but rather obviates un- 
fair trade practices.” 

The resolution recommending a 
permanent campaign on used cars 
emphasized this market as the key 
to new car sales and constituting 
two-thirds of the buyers of auto- 
mobiles in this country. Ability of 
the dealer to sell new cars is de- 
pendent upon his ability to sell used 
cars, it was asserted. 

No specific recommendations were 
made as to the type of campaign or 
the manner in which manufacturers 
might cooperate in sponsoring it. 


Warrington Appointed 
John R. Warrington, formerly 
vice-president and general manager 
of Harry M. Miller, Inc., Cincin- 
nati agency, has been named gen- 
eral manager of the Cincinnati Au- 
tomobile Dealers’ Association, effec- 
tive Jan. 1. He succeeds Harry T. 
Gardner, who is now president of 


industry is concerned have resulted 


Spokesman Publishing Company. 


ARTISTS 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPE!* 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 
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PROPER QUALITY 

Because of up-to-date 

equipment and best 
workmen 


All Departments 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS 
PLANNING 


ENGRAVERS 


OUR SERVICES 


‘ TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


QUICK DELIVERY 

Because of automatic 

machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of | 


the United States is because of satisfied customers. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


i 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


PHOTOGRAPHING 


| DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
| Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of su 
facilities and efficient ] 


For your investigation further we will be pleased 


to furnish the names of well known firms who are our present customers. Consulting with us about 


your printing problems and asking for estimates does not place you under any obligation whatever. 


Polk and La Salle Streets 
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SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
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Books 
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Folders 
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TRUTH IN ADVERTISING 


O ONE but the advertiser is fooled by mis- 
application of the word Free. 


OFTEN you read Free this or Free that in 
advertisements of various lines of business. 


T#=E cost of Free Service must be accounted 
2 for in the overhead, which you pay. 
= HOWEVER, it is often purposely hidden in the 


Is a painless charge, but, like taxes, always 


OTHING but the air is free; even that is fre- 
quently conditioned. 


eS G'VE the following Fact your careful consid- 


FUNERAL expense for Fonda's service is based 


RELIABILITY —Dependability—and Quality. 


VERY item of service rendered is accounted 
for in our Price as Advertised. 


ETERNALLY Fair but not Free. 


4 We Serve You In Any Price 

a Bracket to Meet Your Needs. 

A Full Value for Every Dollar 
You Spend 


FUNERAL HOME 
AIR CONDITIONED 


Son 


How conscientious Troy undertaker states his case in newspapers. 


Nebraska Farmers 
Against Tax 
on Chain Stores 


Omaha, Dec. 15.—That chain 
stores have made firm allies of farm 
interests by their cooperation in 
moving surplus agricultural stocks 
on many occasions was indicated 
here when the Nebraska Farm Bu- 
reau Federation came out with a 
vigorous pronouncement against an 
anti-chain tax in this state. Its at- 
titude is regarded as significant not 
only because of its possible effect 
on legislation here, but on the Pat- 
man anti-chain bill to be presented 
at the coming session of Congress. 

The Federation said: 

“As a broad statement of policy 
we oppose any tax upon the essen- 
tials of life that can be passed on 
to the consumer or that is an added 
tax rather than a replacement tax. 
Specifically, we mean a discrimina- 
tory chain store tax.” 

The Nebraska unicameral legisla- 
ture is confronted with the task of 
making up a deficit of $1,000,000 in 
the general fund. Both an anti- 
chain tax and a general sales tax 
have been suggested. Gov. R. L. 
Cochran, re-elected to a third term 
on a “no new taxes” platform, also 
opposes anything but a sales tax, 
and even that additional burden has 
not won his open consent. 


New Dates for 
Affiliation Meet 


The dates of the 1939 convention 
of the Advertising Affiliation, to be 
held at the Hotel Statler, Cleve- 
land, have been moved forward one 
week to May 5-6 by request of the 
host club. 

The midwinter meeting of the 
Affiliation will be held at the Hotel 
Statler, Buffalo, Jan. 21. 


Mulkern to Geenthom 


J. P. Mulkern has been appointed 
advertising manager and director of 
premium division of Grantham 
Associates, Chicago, manufacturer 


of sales promotion merchandise. 


B-S-H Names Three 


Robert Wenban, Howard A. Jones 
and Marvin Harms of Blackett- 
Sample-Hummert, Chicago, have 
been appointed vice-presidents 


Niagara Hotel to Norton 

Norton Advertising Service, Ni- 
agara Falls, N. Y., has been ap- 
pointed to handle the advertising 
for Hotel Niagara. Newspaper, di- 
rect mail and outdoor advertising 
will be used. M. Bradley Norton 
is account executive. J. Alan Steph- 
ens has joined the agency as ac- 
count executive. 


Lee to KGFF 


Joseph W. Lee, for the past year 
and a half general manager of Sta- 
tion KTOK, Oklahoma City, and 
managing director of The Okla- 
homa Network, has been appoint- 
ed manager of KGFF, Shawnee, a 
network station. 


OF 
KENTUCKY! 


*— 43-county 


H eTrat 


the one ric 
-ky and Southern 


WAY E's million listeners, ™ 


f whom 
Trading Area, ow? 


and 59°; 
ee, than found in 4 


Ke ntuc “ky ¢ pousties w hic 
doesn’ cove r! yo v nt the 


"REE & 
n tory, ‘ask 
pees tom all we ask. 
n N. B.C. Outlet. 
Representatives 


ame PETERS. INC. 


FREE & 


WAV 


m4 LOUISVILLE: 
1000 WATTS 


M 


De 


a = Se ae 
Eye ee -—_—__—_—_—_—__- 7 - BS 
Vee —— ~~ 
— | —— = 
3 sey | - as - ie | 
me | ss a pe x 
ae st ' a 01 
Ne ge 4 
Pires, a = 
a DEE 
bs tat — 
Tees 
gy ie % Ln fe 
ae 
: ee a i 4 
eee 3 ; 
bs #1] a : As 
. a i N ; pa 
% ee | : 
be: pt : lic 
- a ; | 
a Seer 
ee in 
4 é Pe — pa 
} — — 
| C—O wwe : 4 
: 4 se 
ae J ; in 
Pr - a . eee 4 se 
i & 2? eeu ———————— BS he 
oe a —* ee ——--- a 
a “% : “ b 
a’ ee % Pp 
a fn 6 2 1 
‘i S 4 . 
om | fey PHONE ‘ 
me A TROY 3 c 
oa 5 en | | ES : ‘ 
= | . | , og \ 
4 : “a ‘ a be: pe & oe r 
2 Tiiiesshinitinnahcnnii t 
7 7 ie | | ’ — 
a | —~— - | | 
. >. — 
P — Js 
oe : ~~ — —— “ A | § 
Bai : =|> rT de | 
ae . Haan ~~ ~h~|~ i} 
i —— i : a 
>) ; mime) 
_ | a 4 —H-\-/% | —__— 
-. * Hel ro 
- ae - : ome é a i - 
* 7 . * ae ; 
i . 1s edhe ge MO TS 
a 
as i e 
ee |: ° 
™ “KERNEL” 
a a ——— ' 
-'s 
i, Ce E= 
ri | sphere lieathe entire Louis’ 
. & _——— a. ae 
* ees ‘ =: 
7 | ee? ost 
Sa hile 
¥ | a] 67°, more ¥! ed 
lt a \} passenger 
— - | il the 93 
ee 
Sm ———_—= | | 
_ te ae: | 
-_ ee | TATION Ec : 
crs | a KY. 
ey 40 K- 
~ “ae mee icy pie 
| i OE Be a eS 


lf oo 


= Th 


ll 
_— 


wen oo 


"= &@ 


December 19, 1938 


ADVERTISING AGE 


Direct Sellers Hope 
for Group Effort 


on Public Relations 


Newspaper Copy Held 
Valuable in Creating 
Favorable Attitude 


Chicago, Dec. 13.— The National 
association of Direct Selling Com- 
panies, meeting here last weekend, 
voted unanimously to renew its ef- 
forts toward organization of a pub- 
lic relations campaign during 1939. 

The projected campaign, it was 
indicated, will be an expansion of 
that waged for the association in the 
past year by three member com- 
panies. 

It was also indicated that the 
campaign will be financed by as- 
sessments on gross sales volume of 
individual companies. Such an as- 
sessment, it is expected, will guar- 
antee a total of $100,000, the sum 
held adequate for such a drive. 

Further effort on the project will 
be in the hands of a committee ap- 
pointed by Philip Meyers, of Fash- 
ion Frocks, Inc., Cincinnati, presi- 
dent of the association. 

Principal fronts for public rela- 
tions activities have been and will 
continue to be opposition to such 
legislation as the Green River type 
of ordinance barring direct selling 
without invitation; creation of a 
more favorable attitude toward di- 
rect sellers through use of local 
newspaper copy, and improvement 
within the industry through adop- 
tion of a self-regulatory code. 

The three companies sponsoring 
the campaign during 1938 — Real 
Silk Hosiery Mills, Jewel Tea Com- 
pany and Servel, Inc.—have done 
so independently, although their 
work has been designed to benefit 
the entire association. 

Sentiment, as expressed during 
this meeting, indicated that if this 
work was to continue at all, it must 
be carried on in the future under 
direct sponsorship of the associa- 
tion. 

The association includes mecre 
than 150 companies and nearly all 
those of major size in the field. It 
represents the bulk of an employ- 
ment roster numbering 2,700,000 
men and women. Of this number, 
700,000 are said to be engaged in 
full time direct selling work, with 
the balance devoting but part of 


MYSTIFYING DISPLAY 


RCA dealers are getting the attention 

of consumers through this unusual dis- 

play piece, which automatically tells a 

sales story when anybody approaches 

within two feet. A concealed record- 

playing mechanism and a photo-electric 
cell do the trick. 


their time. 


director of Industrial Relations, Inc., 
the organization in charge of the 
current campaign for the three com- 
panies named, emphasized that use 
of newspaper copy supporting those 
engaged in direct selling, particu- 
larly in smaller cities, could do 
much to change present unfavor- 
able attitudes. There are but two 
companies which have done this, he 
commented. 

Use of such copy, he said, is of 
course up to individual companies 
rather than the association, and 
should bring increased sales as well 
as a more favorable attitude on the 
part of newspaper editors and state 
press associations. 

Mr. Foust asserted that a major 
weapon needed by the association 
in fighting legislation detrimental to 
its interests is a counter-ordinance 
to present in place of proposed 
“anti” laws. This type of an ordi- 
nance, he said, would provide for 
voluntary self-regulation by the in- 
dustry itself. 

He named Texas and Colorado as 
states where proponents of Green 
River laws are now most active. 
Activity in Colorado, he remarked, 
has increased since the tax on chain 
stores was upheld in the November 
election. He named a grocers’ asso- 
ciation as one group seeking pass- 
age of anti-direct selling legislation 
in Texas. 


Advertising Linage 
in Trade Press 


Remains Down 


Chicago, Dec. 14.— Promotional 
advertising in the advertising press 


| 
| 


It is an industry less affected than | COMtinued substantially below pre-| 
the average by general business de- |vious levels during the month of | 


cline, and despite an absence of fig- 
ures on total sales volume, this fac- 


tor is not among those comprising | ines behind the October total, and | 


its more serious problems. General | 
unemployment in other fields, it is| 
pointed out, usually serves to in- | 
crease the number of those engaged 
in direct selling. 

Discussing the industry’s needs in 
public relations, Chester E. Foust, | 
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INTERNATIONAL 
PRINTING |PAPERS 


Ticonderoga Book 


Champlain Book 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 


220 East 42nd Street 
NEW YORK, N. Y. 
STON CHICAGO CLEVELAND 


November, the total of 205,114 lines 
for the month being almost 32,000 


less than two-thirds of the previous 
November figure of 330,000 lines. 

As usual, newspaper advertising 
contributed the largest share—ap- 
proximately 27 per cent—of the 
total, with 55,084 lines. In second 
place was magazine linage, account- 
ing for 18.6 per cent of the total, 
while third place went to radio, with 
12.62 per cent of the total. 

Fourth largest classification dur- 
ing the month was business papers, 
using a total of 21,014 lines and ac- 
counting for 10.24 per cent of all ad- 


vertising. Farm paper advertising | 


totalled 14,014 lines, or 6.83 per cent 
of the total. The outdoor field was 
completely absent from the tabula- 


tion, with no linage appearing in| 


any of the six publications mea- 


sured during November. The same | 


was true during the preceding 
month. In September, outdoor ac- 
counted for 420 lines out of a total 
of 208,000. 


Publications on which this report | 


is based and their linage for No- 
vember are as follows: 


ADVERTISING AGE (W).... . 79,044 
Advertising & Selling (m).. .24,486 
Printers’ Ink (wW)....... 28,490 
Printers’ Ink Monthly.. 19,698 
Sales Management (sm) . 33,824 
Tide (sm) RR ae .19,572 


Ross Federal Moves 
Ross Federal Service, Inc., will 


| move its offices to 18 E. 48th street, 


———_—_—_—_—_——— York, Feb. 1, 1939. 


Sept. 20-22 Dates 
For NIAA Meeting 


Sept. 20-22 have been fixed as the 
dates for the 1939 conference of Na- 
tional Industrial Advertisers Asso- 
ciation by the Technical Publicity 
Association, New York, host club. 

The Hotel New Yorker has been 
tentatively designated as convention 
headquarters. 


Hunt Joins Armour 
Richard C. Hunt, formerly with 


joined the advertising department of 
Armour & Co., Chicago, in a crea- 
tive capacity. 


Company. 


Rice Joins David 

Arthur Rice has resigned as sales 
promotion manager of Atlas Con- 
veyor Company, Clintonville, Wis., 
to join David, Inc., St. Paul, Minn., 
as director of public relations for|and June 1, 1939, respectively. 
| KOIL will be available as a mem- 
| ber of the CBS basic network, and 
WWNC will become a member of 


the agency’s aviation clients. He 
was previously assistant advertising 
manager of Four Wheel Drive Auto 


Belden with Scott 
August C. Belden has been ap- 


the CBS Southeastern group. 


Fred H. Ebersold, Inc., Chicago, has | pointed vice-president of Duncan/| York, has published “Telling 
A. Scott & Co., magazine representa- 
tive, and will be in charge of the 
Los Angeles office. 


lished prior to Oct. 1, 1938. 


Steady Buying Power Keeps the 
Light on in the Salt Lake Market 


This year, from April through October, the 
Salt Lake Market has been a bright spot in 
retail sales . . . consistently . . . month after 
month. October business in Utah was 8°, 
ahead of October, 1937, according to 12th 
Federal Reserve District reports, and other 
parts of this Market Area were also well 
ahead, while the District as a whole showed 
a 14%, loss. 


November and December figures are not yet 
available—but retailers throughout the mar- 
ket are reporting better-than-average Christ- 
mas business. 


The outlook for 1939 is even more encourag- 
ing. New projects are planned and are get- 
ting started. Above-average snowfall already 
this winter assures plenty of irrigating water 


The Salt Lake Tribune Salt L 


MORNING AND SUNDAY 


“wy National Representatives: 


REYNOLDS-FITZGERALD, INC. 


for farms next summer. The diversified in- 
dustries of this region generate buying power 
that's consistently high. 


The Salt Lake Tribune-Telegram serves not 
only Salt Lake City with 90°, unduplicated 
home coverage, but it is one of the first three 
newspapers in the nation in percent of home 
coverage of the entire state. In addition, it 
is the ONE metropolitan newspaper medium 
penetrating substantially to all points of the 
vast four-state Salt Lake Market Area, unify- 
ing this area into virtually one big-city market. 


With one of the lowest milline rates in the 
entire publishing field, The Salt Lake Tribune- 
Telegram is a logical and effective medium to 
be on the “A” schedules of sales-seeking 
advertisers. 


EVENING ONLY 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


KOIL, WWNC Join CBS 


Station KOIL, Omaha, and Sta- 
tion WWNC, Asheville, N. C., will 
become affiliated with the Columbia 
Broadcasting System on April 26 


Bibliography on Chains 


The Institute of Distribution, New 


Chain Store Story,” a bibliography 
of material on chain stores pub- 
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Voice of the Advertiser 


Sex Appeal Taboo 
in Liquor Copy 

To the Editor: In your ad-lib- 
bing department for Dec. 12, I no- 
tice a Mr. Wickliffe Hill, manager 
of the Bureau of Advertising, 
Houston, Tex., writes an open letter 
to all religious papers regarding 
the fight on liquor. 

In Mr. Hill’s letter he states, 
“Certainly there should be laws en- 
acted which prohibit the use of so- 
called sex appeal and of pictures 
of young women, to promote the 
sale and consumption of liquor.” 
For Mr. Hill’s edification, distillers 
of whiskies have voluntarily agreed 
not to use women in any of their 
advertising. Through the efforts of 
the Distilled Spirits Institute, to 
which practically all major distil- 
leries belong, a great deal has been 
accomplished voluntarily. In addi- 
tion to not using women in any 
liquor advertising, the industry has 
agreed not to use the radio, has 
agreed not to use, in any form of 
promotion, Santa Claus, Peter Rab- 
bit or any of the symbols of child- 
hood festivities that are used by all 
other industries. 

Mr. Hill should investigate a little 
more thoroughly and get facts be- 
fore making statements regarding 
things he knows nothing about, or 
perhaps, he does not care to know. 

If anyone questions the sincerity 
of the distillers endeavoring to 
keep advertising of the liquor in- 
dustry above reproach, I would 
suggest they not take our word for 
it but write to Captain Alexander, 
head of the Federal Alcohol Ad- 
ministration. Any “Doubting Thom- 
ases” would find that the Captain 
would inform them that the indus- 
try has leaned over backward to 
try and keep liquor advertising 
above reproach. 

A. P. BONDURANT, 

Advertising Manager, Glenmore 

Distilleries Company, Louis- 

ville, Ky. 
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Ex-Engineer Offers 
a Technical Tip 


To the Editor: As an interested 
and enthusiastic reader of ApDvVER- 
TISING AGE I hope I may be for- 
given for a criticism which I feel 
compelled to make of an advertise- 
ment which appears on Page 5 of 
your current issue. 

As a former engineer, these old 
eyes tell me that the instrument 
depicted in the space used by 
WTIC, Hartford, Conn., is a level. 
Now a level, as all engineers, and 
many others who are not, know 
is an instrument or device for de- 
termining elevation or differences 
in elevation. Extensively used in 
building and construction work, for 
topographical determinations, and 
the like. While many levels are 
provided with vertical cross-hairs, 
these are seldom used—or perhaps 
I should say that the vertical cross- 
hair is not used often for purposes 
of “lining up.” The general use of 
the level is to enable readings on 
the level “rod” by means of the 
horizontal cross-hairs. 

What should have been shown 
in the interosts of accuracy, and to 
make the title of the ad “Line Up 
Your Product” correct—is a tran- 
sit. The latter instrument is def- 
initely a “lining” device. The en- 
gineer uses this to follow a given 
line of direction, or to measure 
angles—vertically or horizontally— 
from a given base line. 

I’m sure this ad would not get 
by on any of the current “quiz” 
hours so popular right now. And 
that the error should have been 
made by an organization that prob- 
ably sponsors a “quiz’’ hour, is quite 
demoralizing. 

Perhaps it is that the change in 
the weather has brought on a pre- 
mature softening that puts me in 
a mood for criticism, crusading or 
kibitzing—you tell me which. 

D. E. A. CHARLTON, 
New York 
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This department is a reader’s forum. Letters are welcome. 


POWER OF A WANT-AD 


Snubbed by Stars, 
Leni Is Leaving 


he 


Gone from Hollywood is Leni 

Riefenstahl, German movie ex- 

pert and friend of Hitler, aiter 

wholesale snubbing by studios 
and stars. 


A WANT-AD 


Did it ! 


Unique Emphasis 

To the Editor: The accompanying 
picture was given unusual em- 
phasis—inadvertently or otherwise 
—by a want-ad promotional blurb, 
in the Wichita (Kan.) Beacon on 
Dec. 6. 

On the surface it appears that 
the Beacon’s claims for the power 
of its want-ads are slightly exag- 
gerated. 

Anyway, it’s a safe bet that the 
blurb attracted more than _ the 
usual amount of attention from the 
paper’s readers. 

Jack A. MOOREHEAD, 
Neodesha, Kan. 
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Homespun Selling 

To the Editor: As an example 
of good, homespun, two-fisted ad- 
vertising, here is a piece of copy I 
ran across in the Lafourche Comet, 
Thibodaux, La.: 

Ladies and Gentlemen: 

Talking about all the new houses 
going up around here, read this. 

What is the best company when 
the weather gets real cold? 

Answer: Some say a real nice 
girl, and some say a good bottle of 
Rock and Rye whisky. That’s all 
right, but the girl and the whisky 
won't keep you warm forever. The 
right answer to this question is a 
good old Quaker Heater will always 
stay with you, and make the heat 


water will put that body in first 
class condition, and it will come out 
with a good clean smell, and all 
the girls who meet that gentleman 
will tell you “I don’t know what he 
uses, but he looks good and he 
smells good.” A Quaker Hot Water 
Heater will give plenty of boiling 
hot water all the time. Ask anyone 
who owns one, and they will tell 
you all about the Quaker Hot Water 
Heater.—H. B. Naquin, Distributor. 
Joe L. KILLEEN, 

President, Fitzgerald Advertis- 
ing Agency, New Orleans. 
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Studies Effect of Tax 
Burden on Industry 


To the Editor: We would like to 
enlist the active support of your 
readers in the conduct of what we 
believe is the most comprehensive 
study yet attempted of the tax 
problem of American business. 

About the first of the year, 2,000,- 
000 questionnaires will be mailed to 
every business concern listed in the 


Dun & Bradsireet’s Reference Book. 
Every manufacturer, wholesaler 
and retailer in the country is asked 
to give his experience. The ques- 
tions have been prepared with the 
advice of leading business men, 
economists and tax experts to yield 
a maximum of information with 
minimum effort on the part of con- 
tributors. 

Following last year’s precedent, 
the results of this business trend 
and tax burden survey will first be 
published on a summary basis, but 
detailed analyses of major problems 
and divisions will follow as rapidly 
as completed. However, the speed 
with which the information is re- 
leased will depend on the prompt- 
ness with which the answers are 
submitted, and the size of the sam- 
ple available for analysis. 


A. D. WHITESIDE, 
President, Dun & Bradstreet, 
Inc., New York. 
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Pigeons As Legmen 

To the Editor: How some news- 
paper editors must have enjoyed 
the back cover advertisement, en- 
titled “Aerial Legmen,” in your 
Dec. 12 issue! 

The fact that pigeons have been 
used for three years to carry news 
to a New York newspaper is news, 


—_—$<—_= 


but it is also news that papers j, 
Ohio used pigeons more than 3 
years ago. 

The Inter-Lake regatta is held in 
Lake Erie near the site of Perry's 
victory, every summer. Yachts from 
Detroit, Cleveland, Buffalo, Toleg, 
and other lake cities compete. Th,» 
Coast Guard ship Grandon wa, 
usually the judges’ boat. Yacht; 
sailing a triangular course sta 
and finished at the judges’ boat 
which was headquarters for report. 
ers from Toledo and other cities 
There was no radio available jp 
those days and reporters were oy 
in the lake all day unable to reach 
the telephone on Put-In-Bay Islang 
They solved their problem with 
carrier pigeons. Each morning these 
reporters would receive a crate of 
carrier pigeons by lake steamship 
from Toledo. And each day, they 
would write their stories on flimsy 
as the races finished in differen; 
classes. 

The flimsy was tucked in a cap. 
sule attached to the pigeon’s leg 
and the birds flew home to their 
lofts in Toledo, about forty miles 
away. There a reporter was wait- 
ing to phone his story to his office, 
So, mewspapers used pigeons as 
aerial legmen a quarter of a century 
ago. 

E. J. WATSON, 
New York. 


billion dollars. 


a long way. 


all hospitals use. 


just the way you want it. 
What keeps a person in good 
health, and in good company? 
Answer: A good bath in real hot | 


trated, undiluted circulation to actual buying units. 


any other publication in the field. 


sma Numbers 
But Big Business 


In the hospital field units are counted by the thousands, and not very 
many thousands at that. But business is counted in the millions, for this 
highly concentrated, easily reached and perfectly identified field of less 


than 7,000 units represents an annual buying power of pretty close to a 


The same thing is true of magazine circulation in this field. Measur- 


ing it by numbers means very little—what the advertiser wants is concen- 


And in the hospital 


field, a little circulation—provided it is concentrated and undiluted—goes 


That’s true of HOSPITAL MANAGEMENT, the business paper 
of the hospital field. Its circulation is small, but it is highly concentrated, 
wasteless circulation going directly to hospital superintendents and other 


executives in hospitals who buy and specify the hundreds of things that 


That’s why advertisers have discovered that HOSPITAL MANAGE- 


MENT gets inquiries and makes sales at a lower advertising cost than 


And that’s why you, too, should be selling the hospital field through 
HOSPITAL MANAGEMENT—+the paper that takes your message, by 


the most direct route, right to buying and specifying executives in hospitals 


where every piece of copy has a chance to make a sale. 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York 


Pacific Coast representatives: Don Harway & Co., Los Angeles and San Francisco 


cli) 


a 


h 


eo ee. 


} at e : ; - ; a * 
ae 
a 
: ee... ieee De 
— Tr tSsSY -_ 
oe Cc 
ee: 
is Ss 
= ! _—____| d 
= | 
; = 
e 
. a 
wae re aa oe te 
i te } senna anene tse Po Ott ote OEE. Fie 
Ree igee 6. Mamie 
: $ Sn ae ONE EO po ER ea a I 
SES TR eT ae ie - 
cee 2 pe OD GR se Os SE a cae: 
Resear the 
eS ll ne OR SR ig 
Bees I ett ce a 
2 a a oh amneceies | of 
he ee. ue PES a rr 
1 oo — - (aaa es | ap] 
a. ka 2 ag <a age 
ee ae Re nana RRR ant 
a Renee Ke Sonn | 
" SS... See ae ee: a | be 
Bea Bey Sone a bees 
us lf Na: aS a iE clu 
id Si oe BE. Sask ORE ak won li 
ea ten se 4 eg ORR RR SE Bra if Le a 
> aa oe Mies ioe a SRA capac: S. 
sabe ——. iat Mi 
tt Sh + te, ire mt 
4 Saas. gaat ck Sess oan 
Bann ie a BES Baise Be Ac 
Ma et ed a ra ee 
7 Be cae a, se gee en oes ag 
: Ae ge Si ae BES "ee. ot aa ee WI 
Ne, Ns le Pa Sie Sec? Sie y 
¢: BE : ee 4 Ee te 1 a Beso 
' anes he & PR a PF ees a a sh 
Re ‘poe ear aera | ; 
i ne i s & Bs BES NT Dee ce ee | lis 
| Bis Sack a g SR Re 
| ERE . eee eee re 
oe er hoa, Se Sg 
es oR a aes | 
Bs is aac is Screen, a Re el 
Ee. ARR Mee Se si 
| Sess % * ee Sy Be: | sl 
; ht a ee a Ra, Sa “s brits ae ee ————esaseaeeeeeeoaonmnmlel_lee ee OO 
P | 2 $f ek oe AES ALLELE LLEY AT - 
ei | thd \ BoE es vi 
ng | > ; see # ’ Meant site os 2 Oaae ' 
Ki Ee es ee . 
ay | wanes } 3 aes Sam Bae a a 
4 | speattch : SB, BR 
BRS se ; Ree Ey $ SX 4 see ede 
| SR eg ee Biss: 
aie Siguine Cetnaaan sean 5 Be ' 
a | oe ? oes. I 
Be Ph "CE ae ee 5 oe 
het Fw 9 S ne Seen a 
~ ae a 2 BS $2 
ree . TN 6%. 2 aie Xx se pee 
gee SRR BB ASP Ree Ren SRS nh 
a <a Seat he er 4s 3 Fe Se Ss, * 
— ; . F DOR GS OOS OOS a a seine 
> — » her es RY is ii 
See a ; “3 33 COO Rae. 
2 ee om Ss ¥ 3 5 hile cig ie 
i, : Bee oA ae ee ; 
Ba Ss SR fis GE 
a a ie MEE EEE 
2 ee ae ee mais Beso: grand 
. = oe se ee * RM 
3 est. cana IO, Kad an Rae } 
i —_ Be , te a 
oo” SEES aie ae ; ¥ 
Rae RS EY ERO NS : . 
i ty ech ssh” Ai. aeons Sea ee Ob: Keeak % 
oe Al Sajaretet state eran heen etete RRO ae es SS 
ey pS RS, See RS SR ERIS ee Seat, Sic uiaaes 
Fore. Phan le SR a Re are | 
ke ‘sips 
hae ee 
pe 
a 2 . 
a 7 
, e 
€ 3% 
x — es 
— | 
oo 
— 
ee . 
Ae ; 
» ) PEs y 
om | cimenenenemasieneenminnes 
Za : 
ea. 
eee Ee | 
ae prea | 
ae | 
F 
+ | ee 
me Gy | 
—— 
| ee 
| | ee 
ie | 
— 
= 
“Foe 
bia bs 
Ss ye Pi ee 
a ee 
a 
“ =a 
, ; 
a. / . 
a 
| a3 S he 
ape | 
we 
4 
Pe 
ee ° 
£ 1, aa 7 ¢ r 
|. a ‘ : 7 so P r 4 od " ‘ — a od z 4 : e nd he a s f 5‘ ; ow 
? ; ~ me . 7 4 = - int : ¥ ‘ et. ‘ < te: 3 > 
$ ¥ 5 gh rs Ms é a , 


December 19, 1938 


ADVERTISING AGE 


17 


Copy Testing by 
Check-List Viewed 
as Risky Technique 


Analysis Calls for Spe- 
cial Skill, Says Agency 
Executive 


New York, Dec. 13—Although 
there are some surprising examples 
of the reliability of the check-list 
appraisal method of copy testing, 
and the system has the advantage of 
being inexpensive and quick, con- 
clusions reached in this way are not 
always accurate, in the opinion of 
s, H. Giellerup, vice-president of 
Marschalk & Pratt. 

Talking before the Association of 
Advertising Men here last week, the 
agency executive said, “Most copy- 
writers do, and all copywriters 
should, subject their efforts to check- 
list appraisal, but I can think of 
many a situation in which this test 
falls down completely.” 

Despite the merits of the system, 
Mr. Giellerup declared, the conclu- 
sions are based largely on the judg- 
ment of an individual, and an indi- 
vidual cannot divorce himself from 
his own likes and dislikes. 


Style Factor Overlooked 


As an example of a situation in 
which the check-list test would fail, 
Mr. Giellerup detailed a case in 
which an appraiser gets a set of ad- 
vertisements on shoes. He rates 
them for attention value, selling 
punch and the other points which 
he has weighed according to his 
own experience. The appraiser rates 
one piece of copy which has a head- 
line stressing platform soles as not 
very good. He could not be expect- 
ed to guess in advance that such 
soles were about to become a fash- 
ion hit, and the copy a great busi- 
ness getter. 

Any method of copy testing is, 
however, better than none, Mr. 
Giellerup asserted. He advocated 
the use of several methods as a 
measure of precaution, for “in order 
to get the greatest action for your 
advertising dollar it is necessary to 
test copy constantly.” 

Each of the recognized checking 
methods has its peculiar strengths 
and weaknesses, he said, listing 
three specifications of a 100 per cent 
system of testing: reliability, prac- 
ticability and acceptibility. The first 
means that results must parallel 
sales, he explained; the second, that 
results be obtained cheaply and 
quickly; and the third, that the re- 
sults will be believed. 

The most obvious checking meth- 
od, the sales test, was termed “high- 
ly acceptable, only moderately re- 
liable, and usually very impractica- 
ble as a regular routine.” The inquiry 
method of checking coupons was 
described as slightly weak in relia- 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


bility, for “quite frequently an ad- 
vertisement that has been a ball of 
fire in producing inquiries turns out 
to be a wet sponge in producing 
sales,” and is also slow and expen- 
sive. 

Mr. Giellerup said that the con- 
trolled opinion test in which a cross 
section of advertisements is ranked 
by typical prospects is highly relia- 
ble and practicable when properly 
used, but the results are not always 
acceptable to a hard-headed sales 
manager who cannot understand 
why an advertising expert lets “a 
lot of dumb women from Pough- 
keepsie, Worcester and Norfolk pick 
out your advertisements for you.” 

Recognition and identification 
tests were pictured as revealing 
reading habits, but “you do not learn 
whether you have convinced any- 
one or obtained any action, and all 
your evidence is obtained after the 
advertisements have been run.” 

Mr. Giellerup said that it requires 
a much more comprehensive knowl- 
edge of advertising to test an adver- 
tisement than to prepare one. A 
copywriter can be completely ignor- 
ant of such problems as the relative 
merits of right hand and left hand 
layout values and still turn out 
superlative copy, the speaker as- 
serted, but the copy tester must 
know all there is to know. 


AIDS COUNTER TRADE 


FY 
E | SANITARY ICE 
Ad CREAM DIPPER 


Tue unsanitary practice of “dunking” the ice 
cream dipper in defrosting water is eliminated by 
the self-defrosting Zeroll dipper which also brings 
new ease, speed and sanitation to ice cream re- 
tailing. Eliminates “shrinkage.” Dips a far better- 
looking, better-tasting portion because it serves 
ice cream just as made, without alteration. 
Dealers, Retailers —Zeroll service pleases the 
most particular customer. Try Zerolls. Returnable 
for full credit within 5 days. All standard sizes. 
Price $2.25 each, f.0.b. Toledo. Ask your whole- 
saler or write 
The Zeroll Company, Box 116, Sta. F, Toledo, Ohio. 


SELF. DEFROSTING NON - MECHANICAL ICE CREAM DIPPER 


By means of a campaign in The Saturday 

Evening Post, Zeroll will extend, during 

1939, its effort to build good will for 

soda fountains equipped with this method 

of dishing out ice cream. Sterling 

Beeson, Inc., Toledo, is the agency for 
the self-defrosting dipper. 


FTC Order 
Tempers Copy 


on Bromo Quinine 


Washington, D. C., Dec. 15.—The 
Federal Trade Commission this 
week issued an order tempering 
some allegedly misleading copy 
claims made by Grove Laboratories, 
Inc., St. Louis, for its Laxative 
Bromo Quinine tablets. 

Grove was ordered to “cease rep- 
resenting that its preparation is a 
cold remedy, a ‘complete’ treat- 
ment for colds, and that it will kill, 
fix or expel colds, or give the final 
touch in expelling colds.” 

The order also prohibits “the rep- 
resentation that the preparation will 
drive out or clean out poisonous in- 
fection, or eliminate, destroy or 
break up cold infection, or fortify 
the system, and that it has a germi- 
cidal effect.” 

Under the order, the respondent 
company is to cease advertising that 
the preparation will stop a cold in 
its tracks, or in 24 hours, or in the 
fastest time on record; or that it 
will afford “thorough” and “com- 
plete” relief from colds. 

Findings are that the respondent 
company’s representations are mis- 
leading and untrue; that its product 


cannot with certainty “kill” colds 
or “stop a cold in its tracks,” as ad- 
vertised; that there is as yet no 
known cold remedy or cure, and no 
recognized “standard” cold tablet or 
remedy, and that at most the re- 
spondent company’s product is an 
aid or adjunct in obtaining treat- 
ment and relief for colds. 


Opens Chicago Office 
Liquor Publications, New York, 
publisher of the American Wine & 
Liquor Journal, Wine & Liquor Re- 
tailer, Red Book Directory and 
Liquor News, has opened a branch 
office at 612 N. Michigan avenue, 
Chicago. Marshall Reinig, formerly 
business manager of Mida’s Crite- 
rion, will manage the new office. 


Academy Names Croydon 


Croydon Advertising Agency, New 
York, has been appointed to direct 
the account of Mayfair Academy, 
school for self-improvement, New 
York. National magazines and news- 
papers will be used. Account exec- 
utive is Walter L. Fenton. 


WCLO, WLS Affiliate 


Stations WCLO, Janesville, Wis., 
and WLS, Chicago, have affiliated 
to add programs of interest to rural 
and farm listeners in southern Wis- 
consin and northern Illinois. 


(Of THE GENUINE 


Look for the green Warranty Stamp 
of the Cuban Government. This 


official seal will be found 
_y witty br of eal 
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HIBPRESENT 


Your friends and your clients deserve the best... 


Be really different this year. . give them a box of Havana Cigars. 
GENUINE HAVANAS - MADE IN HAVANA! 
Every man loves the aroma of a REAL Havana Cigar. Genuine 
Imported HAVANA CIGARS cost but little more than good 


domestic cigars. Men everywhere recognize the fact that Cuban- 
made Havanas are the finest cigars that money can buy. 
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Group Presentation Plan 


Chicago, Dec. 15.— Widespread 
adoption of the group presentation 
plan, whereby publishers’ represen- 
tatives are invited to tell their sales 
staries to a combined audience of 
agency and client executives, ap- 
pears unlikely at the present time, 
it was indicated this week, despite 
the fact that several agencies now 
employ the technique in connec- 
tion with a few accounts. 

Agency media directors, ques- 
tioned by ADVERTISING AGE on their 
experiences with, this procedure, 
expressed a divergence of opinion 
as to the efficacy of the plan. Of 
21 leading agencies, 14 said the 
disadvantages of the proposal over- 
shadow its advantages; five com- 
mented favorably, although only 
two of them had actually watched 
the plan in use; and the balance of- 
fered both pro and con opinions. 

Illustrative of the plan is the pro- 
cedure followed by Lord & Thomas 
recently—for the third year—in lin- 
ing up the 1939 Frigidaire cam- 
paign. 

Invitations were mailed to about 
30 magazine representatives, nam- 
ing a time and date for the pres- 
entation. The name of the account 
was also revealed, but no hint was 
given as to copy themes under con- 


sideration. All interviews were ar- 
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MEDIUM SIZED AGENCY 
WANTS 

Account ExecuTive 


© an Account Executive who can pro 
duce, this twelve year old 


vvv vy, 


Chicago 


agency offers an ideal arrangement. Fully 
recognized, financially sound, it b+ estab 
lished a splendid reputation A skilled 
staff, congenial associates and whole 
hearted co-operation are offered you. Lib 
eral drawing accouni Our men know of 


this advertisement. Replies held in strict 
confidence. Address, Box 1592, Advertis- 
ing Age, Chicago. 
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ranged during a two- or three-day 
conference, with each representa- 
tive allotted 30 minutes. Each pub- 
lication man was heard by all 
agency and client executives con- 
cerned with the campaign. 

While L&T said that this meth- 
od had worked out satisfactorily on 
the Frigidaire account, as_ evi- 
denced by its repeated use, the 
agency did not foresee its applica- 
tion to any other accounts at the 
moment. 

Six main objections were voiced 
by other agency media directors to 
this type of plan. These objections, 
of course, did not refer specifically 
to the plan used by L&T, but rath- 
er to a general application of this 
or similar procedures. 


Six Main Objections 


Criticisms centered on these 


points: 
(1) The agency media depart- 
ment is presumably qualified to 


pass upon the merits of various 
publications. Thus, it should be 
unnecessary to make the client de- 
vote his time to this task. 

(2) Considerable difficulty is ex- 
perienced in finding a date conve- 
nient to all three groups concerned, 
agency, client and representative. 

(3) It is often impossible for the 
representative to give a completely 
effective presentation in a_ brief 
time. 

(4) The more formal atmosphere 
of such meetings tends to dampen 
the free expression of opinion. 

(5) The presence of many at such 
meetings who do not have a media 


background necessitates devoting 
too much time to “elementary” 
facts. 


(6) The possibility of these meet- 
ings being devoted to media prob- 
lems alone, without consideration 
for such additional factors as copy 
appeals, market coverage and 
money available. 

Joseph Vessey, secretary of Ken- 


‘Judge’ Hails Value of 


Secondary Circulation 


New York, Dec. 13.—Using 
the Life study of magazine read- 
ership as a springboard, Judge 
last week jumped into the lime- 
light with newspaper advertis- 
ing to claim “the greatest per 
capita secondary circulation in 
the world.” Referring to Life’s 
announcement, Judge says: 

“We are delighted that they 
are attempting to prove that 
some magazines have second- 
ary circulation in abundance, 
because people know them bet- 
ter and want them more. We 
are sure Life’s findings will do 
much to prove that secondary 
circulation is a very valuable 
asset to the advertiser, and that 
in so doing, they will also prove 
that Judge’s claim ‘you pay for 
200,000—three millions see it’ 
makes it the biggest bargain in 
magazine advertising.” 


yon & Eckhardt, an agency which 
has used the group plan, without 
client participation, on both maga- 
zine and newspaper solicitations for 
the past eight years, expressed ap- 
proval of the procedure. 

“We believe this method gives 
the publisher an opportunity as 
well as a reason for preparing a 
complete and carefully thought out 
presentation,” Mr. Vessey said, “and 
since it is not aimed at any particu- 
lar account it gives a broad and 
clear picture of the publication.” 

Kenyon & Eckhardt furnishes 
each of the representatives included 
in the presentation with an outline 
for suggested procedure. This out- 
line enables the representative to 
know just what points his presen- 
tation is expected to cover regard- 
ing the publication’s editorial, cir- 
culation and advertising analysis. 

Commenting on the difficulty of 
arranging a_ satisfactory time for 
all concerned, Guy Richards, of 
Compton Advertising, observed: 
“We do not believe that, as a rule, 
we would be justified in asking our 
clients to duplicate the agency’s 
media function by attendance at 
media presentations. 

“Our clients rely heavily upon 
our media advice, believing us com- 
petent to make sound recommenda- 
tions and realizing that they them- 
selves cannot hope to keep up to 
date on all aspects of this impor- 
tant field. 


Time Factor Difficult 


“The time element is another 
factor. Media recommendations 
| must sometimes be brought to a 
'head in a very few days. In other 
words, at the critical point, which 
would be the ‘logical’ time for a 
client-agency-media meeting, it is 
out of the question. This may ap- 
pear to some as the point where 
you should deliberate carefully and 
at length, but it doesn’t work out 
that way. Our deliberations have 
to take place in terms of building 
out of study and experience a fund 
of knowledge upon which we can 
draw on a moment’s notice.” 

C. T. Williams, media and mar- 


sibly unfair to the representatives. 

“If the media representative talks 
| to the client and agency executives 
at the same time, then he has 
shot his wad, and if the decision is 
unfavorable, there isn’t very much 
left for him to do. 


keting manager of Fuller & Smith | 
& Ross, viewed the plan as one pos- | 


| 
| 


Equally, some | 


| of those in the meeting who might, | 
|if approached separately, react more | 


favorably to the _ representative's 
| story, may be, in a combined client 
and agency meeting, unduly influ- 
enced by the opinion of others. 

| “I have sometimes noticed,” Mr. 


| Williams added, “that in any kind | 


|of a general meeting there are al- 


ways some who do not express an | 


opinion until they have heard what 
others present have to say.” 


Called Agency's Duty 


| The agency’s media department 
should be competent to pass on 
publication schedules, Albert M 


| Lewis, media director of Pedlar & 
Ryan, asserted 

| “It has been our experience,” he 
| said, “that the cases of media pre- 
}sented comprehensively in meetings 


tend to be overdone and therefore 
have the wrong effect. Further- 
more, it is almost impossible for a 
media representative to bring out 
all the points in a single meeting 
with respect to application on au 
specific account.” 

Among others voting down the 
group presentation plan as lacking 
efficiency was E. J. Byrne, space 
buyer for Young & Rubicam. Mr. 
Byrne commented, “Our space buy- 
ers are always available within rea- 
son to the publishers’ representa- 
tives. 


Eliminate Lengthy Discussions 


“In this way they gather infor- 
mation all through the year and 
thus eliminate the necessity of a 
lengthy discussion at the time a 
plan is being prepared.” 

Young & Rubicam does not make 
a practice of referring representa- 
tives to clients unless there is spe- 
cific information which the agency 
feels is of interest of the client. 

McJunkin Advertising Company 
has occasionally given the repre- 
sentative an opportunity to present 
his story to both agency and client 
simultaneously. But in most in- 
stances, according to R. W. Shad- 
inger, space buyer, the agency at- 
tempts to divide this into a pres- 
entation to the agency followed by 
the agency’s recommendation to 
the client. In some _ cases, Mr. 
Shadinger added, the representative 
himself calls on the client after 
making his presentation to the 
agency. 

Both F. H. Hakewill, of Roche, 
Williams & Cunnyngham, and W. J. 
O’Donnell, of Batten, Barton, Dur- 
stine & Osborn, accented the undue 
amount of time spent in group 
presentations on primary facts with 
which the agency is already fa- 
miliar. 

Because many of those present 
at such meetings are usually unfa- 
miliar with various publications, 
representatives may be inclined to 
spend a great deal of time discus- 
sing only preliminary information, 
these executives declared. 


Few Open to Argument 


H. A. Scribner, president of Rus- 
sell T. Gray, Inc., pointed out that 
in most extensive schedules, there 
are only a comparatively small 
number of publications whose fu- 
ture use is open to question and 
argument. 

Lester M. Malitz, director of me- 
dia, Cecil, Warwick & Legler, com- 
mented on the other relevant fac- 
tors entering into media considera- 
tion beyond enumeration of circu- 
lation et al. 

“Usually behind each campaign 
or publication advertising invest- 
ment,” he said, “there is a definite 
goal or market sought. Publication 
men should be well acquainted with 


ATTENTION ADVERTISERS TO INDUSTRY 


INDUSTRIAL 


E 
, hat ‘ New 


ATimiars 


Started 1933 


IEN's newest CCA audit shows a 6 months average of 
51,448 and Nov. total of 51,362 coverage of operat- 
. substantially more than avail- 
able through any other industrial publication. 


ing men in industry . . 


IEN's newest (its second) NIAA form circulation report 
includes two new and added coverage checks . 
county breakdown and IEN’s annual list and readership 


verification. 


Both are available on request along with a copy of the 
TEN Plan” as proof of IEN's outstanding value at only 
$79 to $85 a month for standard advertising repre- 


sentation. 


QUIPMENT NEWS 


Say, 
— 


that goal in order to interpret how 
their magazine fits such a require. 
ment. 

“That needs an interpretation 
company policy and advertigjp 
policy. Usually it is inadvisabj. 
competitively to acquaint Outside 
people with such a philosophy. Ty, 
result is that, being unacquainteg 
they merely do their promotiona) 
best.” 

Among those commenting mor 
favorably upon the plan and jing). 
cating possible use in the futur 
were Hays MacFarland & Co. ang 
J. Walter Thompson Company. 


Air Lines 
Pledge $150,000 


for Joint Drive 


Chicago, Dec. 15.—Plans for the 
first cooperative advertising cam. 
paign in behalf of the aviation jp. 
dustry have progressed to the stage 
where a $300,000 drive is practically 
assured for 1939. The 17 domestic 
air transport companies haye 
pledged $150,000 contingent on con. 
tributions of the same sum by the 
manufacturers of equipment. The 
drive would be sponsored by the 
Air Transport Association. 

The association’s advertising com. 
mittee, headed by Charles A. Rhein. 
strom, vice-president of American 
Airlines, is also considering an edu- 
cational display at the New York 
World’s Fair. The major portion of 
the appropriation, however, will be 
devoted to publication advertising 


Blackstone Gets O & W 


The New York, Ontario & West- 
ern Railroad has appointed the 
Blackstone Company, New York, to 
handle its advertising. The agency 
is preparing a campaign for the 
O. & W. in connection with ski ac- 
tivities throughout Sullivan and Ul- 
ster counties in New York state. 
Milton Blackstone is the account 
executive. 


CMO New NEC Affiliate 


Through the affiliation of CMQ, 
Havana, and its complementary 
short wave station, COCQ, with the 
National Broadcasting Company, the 
number of NBC stations has been 
increased to 166. Other foreign sta- 
tions directly affiliated with NBC 
are CBF, CBM and CFCF of Mont- 
real, and CBL, Toronto. 


Accounts to Rosette 


Rosette Advertising Corporation, 
New York, has been appointed to 
handle the advertising of F. & M. 
Products, Inc., New York, manufac- 
turer of drug products. Irvin R. 
Gwirtz is account executive. Goth- 
am Fur Exchange has also named 
the agency to direct its account. 


NEW CCA 
AND NIAA 
CIRCULATION 
STATEMENTS 
JUST ISSUED 


Member CCA 


.. the 


THOMAS PUBLISHING CO.,461 Eighth Ave.,N.Y.C. 
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A Glance Backward 
and a Long Look Ahead 


HE January 9, 1939, issue of ADVERTISING AGE will contain the ninth annual Forecast 
and Review—a quick glance backward through the hectic days of 1938, and a look ahead 
at the coming year. 


These Forecast and Review issues of ADVERTISING AGE have been notable in the past 
for the concise, effective manner in which they have highlighted the significant and im- 
portant developments of the preceding year, as well as for the grass-roots information they 
have presented concerning potential developments of the year just beginning. 


Not being written with an eye on posterity, they have been notable for a complete lack 
of both the ponderosity of the historian and the erudition of the sage. They are intended 
only to be practical, useful and readable discussions of direct and immediate value to 15,000 
wide-awake, knowledge-seeking marketing and advertising executives. 


This year again we shall attempt to make the material in the Forecast and Review issue 
more complete, more useful, and more easily digestible through the additional use of illustra- 
tive material, more efficient condensation, and more careful highlighting. 


The January 9 issue will therefore contain a quick, concise resume, in pictures and type, 
of all the important events of merchandising and advertising during 1938; a backflash through 


the busy days of a busy year, pointing out the highlights and significant events and happen- 
ings of the advertising year. 


It will also contain careful analyses—not wild-eyed predictions—of trends which give 


promise of exercising an important effect on the merchandising and advertising scene 
during 1939. 


Readers will welcome this issue as they have welcomed the Forecast and Review issues 


which have preceded it—not as something Impressive, but as useful, practical information 
that needs reading as soon as it is received. 


Advertisers should also welcome this issue as an exceptional opportunity to get their 
messages across against an editorial background which will create additional reader interest, 


at a time when advertising and merchandising plans for 1939 are uppermost in the minds of 
all advertising men. 


Forms for the January 9 issue close January 4. But make your space reservation now. 


ADVERTISING AGE, 330 W. 42nd Street, New York; 100 E. Ohio Street, Chicago; 
San Francisco; Los Angeles; Atlanta. 
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Contest Whirl 
to Be Renewed 
for P&G's Ivory 


Cincinnati, Dec. 15.—Procter & 
Gamble Company, which kept the 
contest pot boiling busily during 
1938, will renew this basic promo- 
tion plan early in 1939, following 
its general pattern of making the 
prizes important enough to com- 
mand respect and of tying up with 
other national advertisers, while 
changing details enough to make 
the idea seem novel. 

The 1939 contest season will be 
opened Jan. 22, when the first of 
six weekly contests will be launched 
in behalf of Ivory Soap. Contes- 
tants must finish a sentence begin- 
ning, “I like Ivory soap because. .” 
in 25 words or less, accompanying 
each with two wrappers—one from 
a large and one from a medium size 
cake. 

The prizes will be 60 Buick cars, 
each with 1,000 gallons of Texaco 
Fire Chief gasoline. A cash distri- 
bution of $1,000 per week divided 
into 100 prizes of $10 each, will also 
be made. Contest copy will feature 
the Buicks and the Fire Chief gaso- 
line even more than Ivory soap. 


New Kind of Ceupon 


A coupon designed not to send 
tor something, but to intensify pro- 
ductiveness of the advertising, will 
be part of each layout. The copy 
summarizes contest information, and 
the reader is urged to clip it imme- 
diately. National magazines will 
carry the bulk of contest copy. 
Compton, Inc., New York, is the 
agency. 

Procter & Gamble distributed 
$6,000 and 1,200 Westinghouse va- 
cuum cleaners in six Crisco con- 
tests which ran from March 21 to 
April 25. It put the same idea back 
of Camay from March 28 to May 6 
when it awarded $1,000 daily to 
some user of Camay for 30 days, 
with 40 Emerson radios going to 
dealers nominated by the winners. 

Starting May 20, 300 Servel Elec- 
trolux refrigerators were presented 
in 30 daily contests for P & G 


e 


He’s a little under thirty, now. 
somewhere 
you thought of him 
as a kid, and didn’t bother your 
head about him. But if you had 
bothered then, he wouldn't be 
bothering you now. 


Not so long ago 


around 1928 


Ten years ago—when he was 
forming his habits and ideas — you 
could have made him your cus- 
tomer for life! Yet you forgot that 


‘Lost Souls’ Copy 
Scores for Pastor 


Henryetta, Okla., Dec. 15.— 
The Rev. Henry L. James, Bap- 
tist pastor here, proved last 
week that he also knew his 
text as a copywriter in using 
newspaper copy to recall that 
portion of his flock which had 
succumbed to other than 
churchly pleasures on Sunday. 
Copy themes used by the Rev- 
erend included one  keaded, 
“Lost—a boy and girl, care- 
fully reared and for a time 
very promising. Last seen with 
two older companions in Prodi- 
gal Lane.’ Another was this, 
“Stolen—Many hours from the 
Lord’s day by people of all ages, 
dressed in their Sunday 
clothes.” 

Attendance Surmday was re- 
ported as considerably above 
recent averages. 


white naptha soap, and from Aug. 
14 to Sept. 24 exploitation of Camay 
was resumed with six weekly con- 
tests involving $1,100 and 200 Alex- 
ander Smith rugs weekly. Maga- 
zine copy has usually been supple- 
mented by rotogravure advertising 
in metropolitan markets. 


To Warren Telechron 


John Birge has been appointed 
advertising manager of Warren 
Telechron Company, Ashland, Mass. 
He was formerly advertising man- 
ager of the General Electric Home 
Bureau. William H. King, Jr., in the 
advertising department for the past 
nine years, has been named assis- 
tant advertising manager. 


Joins “Mademoiselle” 

Claude Higgins has been appoint- 
ed New England representative for 
Mademoiselle, with offices in Bos- 
ton. He was formerly with Alley & 
Richards. 


Boyer to Coe 

Boyer Chemical Laboratory Com- 
pany, Chicago, cosmetics, has named 
Oscar L. Coe & Associates, Chicago, 
to direct its account. 


There’s another crop of buyers 
coming along right now. You can 
reach 600,000 of them (78% of 
high-school age) through the 
AMERICAN Boy. You can sell them 
today . . . make immediate sales, 
for they're men in much that they 
buy and wear. And if you get them 
while they're young, you'll have 
them for a lifetime! Forms for 
February are closing. 


boys will be buyers .. . of shirts, 
shoes, socks, hats, razors, suits, un- See Se ee Pima 
derwear, motor cars, and every- mencan OY 
thing American industry produces. DETROIT MICHIGAN 
“= 
wee 


Getting Personal 


Stanley A. Knisely, director of adv. for Republic Steel Corpora- 
tion and prexy of Nat’l Industrial Advertisers Assn., was the honor 


guest at the dinner given last week by Industrial Marketers of N. J. 


... George R. Jordan, a.m., Jacob Ruppert, spoke before the Bottle & 
Cork Club. . . James Tierney, a.m., Texas Company, is planning a 


post-holiday trip to Hollywood. . 


Thomas W. Balfe, v.p. National Distillers, has hired armed G-men 
as escorts for his comely sub-deb daughter, following extortion threats. 


Walter Scanlon, asst. to the ad- 
vertising director of the same 
company, became a father the 
other day after 10 years of child- 
less marital bliss. He named the 
daughter Noell Ward, for Merry 
Christmas and the doctor who 
officiated. . . 

Fred J. Ross’ announcement 
of his forthcoming retirement as 
chairman of Fuller & Smith & 
Ross was met by an office party 
tendered by all his employes. 
A. L. Billingsley, president, who 
heads the Cleveland office, was 
unable to be present. He pro- 
posed a toast be drunk at a stip- 
ulated minute, and he joined in 
from Cleveland. . . 

Robt. J. Virtue, pres., Chas. 
H. Eddy, newspaper reps., and 
publisher Dispatch-Herald, Erie, 
Pa., has been honeymooning in 
the sunny south. He married the 
former Grace Morton, treasurer 
of the D-H. Hill Blackett, 
pres., Blackett - Sample - Hum- 
mert, presented Lowell Thomas, 
Sunoco commentator and N. Y. 
Ad Club head, with the tribute of 
Kappa Sigma fraternity as the 
“man of the year.” .. 

Charlie Lipscomb, in charge 
of salesmen for Vick Chemical 


Company, hit the jackpot a fortnight ago. 


MAXON MAGIC 


L. J. Sholty, manager of Maxon, Inc., 

Chicago, mystified the Hotpoint distrib- 

utors conference last week by producing 

this young lady (Peggy Davis, Chicago 

model) from within this doll house with- 

out the aid of trap doors, mirrors or 
smoke screens. 


He became an accredited 


member of the Stork Club when his wife presented him with twins, 


increasing his offspring to four. . 


. R. D. Keim, v.p., E. R. Squibb & 


Sons, told students of the Ad Club course all about selling to 


dealers. .. 


Robert Brennan, new Irish minister to Washington, used to man- 


age the Dublin Irish Press. 


As a fellow newspaperman and Irishman, 


J. V. Connolly, g.m., Hearst Newspapers, tendered the diplomat a 


luncheon. . . 


Announcer for NBC’s broadcast of the Sugar Bowl game between 
Carnegie Tech and Texas Christian will be Cy Leland, head of his 


own agency in Ft. Worth. 


If Cy’s comments seem to favor TCU, 


excuse it please, for he is an old TCU gridder himself. . . 


LOHR GOES PHEASANT HUNTING 


During a recent hunting expedition, Lenox R. Lohr (right), National Broadcasting 

Company president, bagged twice as many pheasants as his fellow nimrods, 

Dr. Ernest Obitz (center), surgeon of Laona, Wis., and Paul Davis, on the qovern- 
ing committees of the New York and Chicago stock exchanges. 


Forty-three former associates of Arch W. Shaw, for many years 
publisher of System and Factory, gave a dinner in his honor in New 
A volume containing biographies of 125 former em- 
ployes was presented to the retired publisher. 
charge of arrangements included E. H. Ahrens, pres., Ahrens Pub- 
lishing Company; Ray T. Wilken, a.m., N. Y. News: George Rumage, 
N. Y. mgr., The Instructor; and G. Lynn Sumner, the agency chief 
Speakers included Wheeler Sammons, publisher of 
Who’s Who in America; O. S. Tyson, head of his own agency; and 
W. D. Stewart, pres., Chrysler New York Company. . . 

E. P. H. James, prom. mgr., NBC, earns this column’s award for 
the most novel Christmas card of the year. 
are in tune with the times, flashed on a screen by a television 
. George B. Packer, field service rep. of H. N. Elterich 
export agency, has sailed for Cape Town, South Africa. . . 

John L. Meyer, secretary of the Inland Daily Press Association, 
Chicago, reports that good things come in pairs. 
daughter made him a granddaddy early in 1938 and his second born 


York Dec. 9. 


who presided. 


camera. . 


has just repeated. . . 


Add newlyweds: Ernest Anderson, True Story. 
enlarged Anderson menage is currently Tudor City, New York. . . 

J. E. Wiley, v.p. of Fuller & Smith & Ross, New York, gave a 
party for ex-Cleveland advertising men in New York. . . Bob Smith, 
v.p. and g.m. of the Los Angeles Daily News and Evening News, is 
scheduled to take the vows Dec. 23 with Beatriz Snyder of San 
Immediately after the ceremonies the couple will depart for 


Marino. 
a Hawaiian honeymoon. . . 


The committee in 


James’ holiday greetings 


Mr. Meyer's older 


Location of the 


Manufacturers 
Oppose Continuity 


on Music Records 


Chicago, Dec. 14.—Any movemey, 
to place advertising on music ree. 
ords seems doomed to failure, ¢ 
Darling, secretary of the Nationg) 
Association of Coin-Operated y,. 
chine Manufacturers, said today a 
the industry’s 11th annual exhjpj. 
tion at the Stevens Hotel. Mr. Da. 
ling asserted that both manufacty,, 
ers and operators are against plan, 
to create a “phonograph network” 
despite reports that such a Project 
is being promoted in New York. 

While automatic musical mg. 
chines, as well as games of all ki 
are well represented at the coin ma. 
chine show, emphasis appears to by 
swinging toward merchandigs; 
equipment. Mechanical Sales Coy. 
poration, New York, struck a ney 
note with a perfume dispensing ma. 
chine designed to capture the femj. 
nine market. For 10 cents the ma. 
chine delivers a full dram of Rig. 
Charde perfume, in a cut-glass bot. 
tle. 

Enters Gum Field 


In announcing a new machine t 
dispense sticks of chewing gum at 
1 cent, Trimount Coin Machine 
Company, Boston, has made an ip. 
novation by undertaking to produce 
the gum, known as “Snacks,” as wel] 
as the vending machine. This is a 
new departure for the industry, 
which in the main has manifested a 
definite preference for nationally 
advertised products. 

American Chicle Company, which 
has long relied on vending machines 
for a large part of its volume, was 
an exhibitor at the show. So was 
Axton-Fisher Tobacco Company, 
Louisville, which wants its products 
represented in cigarette vending 
machines and accordingly is culti- 
vating the good will of both manu- 
facturers and operators. Candy, 
nuts, cigarettes and soft drinks, no- 
tably Coca-Cola, are the lines most 
frequently sold via the coin-ma- 
chine route. 


United Appointment 
Effective Feb. 1 


Appointment of N. W. Ayer & 
Son, Chicago, as agency for United 
Air Lines will be effective Feb. 1, 
1939. 

The original announcement, pub- 
lished in these columns last week, 
indicated the change was effective 
immediately. 


Sylvester Adds Two 


Ellsworth A. Sylvester Agency, 
Pasadena, Calif., has appointed Al 
R. Woods, formerly business man- 
ager of the California Republican, 
production manager, and George C. 
Cook, formerly with Warner Broth- 
ers, art director. 


Corn Chips to Lawrence 


Frito West Coast Company, mak- 
er of salted corn chips, has appoint- 
ed the Lawrence Company, Los An- 
geles, to direct a newspaper cam- 
paign. 
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ales Executives 
Find Fair Trade 


a Vexing Problem 


Drug and Food Field 
Representatives Cite 
Pros and Cons 


New York, Dec. 13.—Fair trade 
is a subject so “pregnant with con- 
troversy” that sales managers are 
perplexed by the difficulties of 
weighing its advantages and dis- 
advantages, it was brought out at 
a symposium which featured to- 
day’s luncheon meeting of the Sales 
Executives Club of New York. 

The contrasting attitudes of the 
drug and grocery industries on fair 
trade were expressed by Earl A. 
Means, vice-president of Bristol- 
Myers Company, and A. C. Mona- 
gle, vice-president of Standard 
Brands. Charles E. Murphy, attor- 
ney and former president of the 
Advertising Club, discussed fair 
trade from the standpoint of the 
law profession. 

Mr. Means gave a number of rea- 
sons why the drug trade generally 
endorses fair trade. He said that 
its adoption has meant the guaran- 
teeing of a reasonable profit to re- 
tailers. He also pointed out that 
manufacturer relations with retail- 
ers have improved as a result of 
fair trade, and that manufacturers 
who have pleased their dealers by 
its adoption have received better 
advertising and sales promotion co- 
operation than previously. 

“Manufacturers benefit in direct 
proportion to their efforts to make 
fair trade work,” he said. 


Favor Unfair Practices Act 


Mr. Monagle declared that the 
grocery trade is sympathetic to- 
ward any effort to replace chaos 
with stability, but that the best so- 
lution which the trade has found 
so far to the whole problem of 
predatory price cutting is the unfair 
practices act drawn up by the Na- 
tional Food and Grocery Confer- 
ence. He pointed out, however, 
that there are some food manufac- 
turers who are 100 per cent in 


Stresses Need for 


Testing Procedure 


DISPLAY 


35% 


START 


SAMPLING ws. DEALER LOADING 
eA tues 
rey ty PROT or 05S 912 24 
(Loss) 
— 
~— BEFORE—-—— DURING AFTER 
SAMPLING COST #1235 
(3 Cities) ADDED SALES 44.910 
PROFITorlOSS* 729 
(PROFIT) 


Urging marketing executives 
to test the effectiveness of 
every important merchandising 
expenditure before proceeding 
with it, A. C. Nielsen Company 
offers these two charts to dem- 
onstrate what typical tests may 
reveal. 

The display test, at the left, 
according to the Nielsen Index, 
revealed a net gain of 8 per 
cent in the entire city for the 
brand studied. Inasmuch as the 
stores with displays gained 35 
per cent while those without 
displays lost 26 per cent, the 
conclusion was reached that 
the stores displaying the brand 
took business from those that 
failed to display it. 

The practical importance of 
this, it was pointed out, lies in 
the fact that many advertisers 
test displays merely by meas- 
uring their sales gains in the 
stores that use the displays. 
These stores usually show a 
substantial gain, which is satis- 
factory for the proprietors of 


the stores, but the net gain to 
the advertiser can be deter- 
mined only by measuring his 
sales in the non-display stores, 
too. 

The chart at the right shows 
the results of a test to deter- 
mine the relative merits of two 
entirely different types of pro- 
motion. 

The results are said to be 
conclusive, since each method 
was tested in two cities with- ° 
out revealing appreciable dif- 
ferences in results between the 
two cities in each group. 

An interesting fact about this 
test is that the unprofitable 
method had been for many 
years the mainstay of the ad- 
vertiser’s business. But sales 
had been slipping in recent 
years and he had begun to sus- 
pect that new types of promo- 
tion were necessary to push 
sales ahead. The test proved 
that the old reliable method 
had lost its power, and re- 
vealed a profitable substitute. 


favor of fair trade under existing 
laws. 

The attitude generally held by 
the industry toward the experiment 
with fair trade now going on in 
Ohio is “still open-minded,” he de- 
clared. Nothing has developed to 


OW TO MAKE 
AN IMPRESSION IN WAZ 


@ FIRST, produce the wax! Serial, musical, 
skit, variety or *what would you. SECOND, 
send it to KSFO! 

This Columbia outlet, with its full comple- 
ment of top-flight network releases and its 


"THE AUDIENCE STATION” 
SAN FRANCISCO 


AC ...5000W day... 1OOOW night 


National Representative: 


typical Columbia popularity, gives any tran- 
scription a big head start. What's more, qual- 
ity transcriptions lose nothing in the play- 
ing at KSFO. 

New studios, among the finest in America, 
provide a vibrationless, sound-locked stu- 
dio, with the costliest of brand new equip- 
ment, for transcriptions. 

Fora big wax impression on every important 
Northern California section, choose ESFO. 


*We'll gladly build you a transcription pro- 
duction from our own Standard Library 


prove either the success or failure 
of that experiment, he said. 

Mr. Monagle detailed a number 
of reasons why his industry feeis 
that fair trade is not the answer to 
the problem of below cost selling. 
One is that its adoption is optional, 
and the result of any one manu- 
facturer signing fair trade con- 
tracts is that his competitors who 
fail to do likewise enjoy an ad- 
vantage, particularly the makers of 
private brands. 

Another complaint mentioned is 
that enforcement is left to the man- 
ufacturer, which causes a producer 
to take legal action against even 
his best customers. 

Mr. Monagle said that a fair 
trade law was tried without success 
in California, but that an unfair 
practices act is working well. What 
the grocery industry seeks, he de- 
clared, is a method by which it 
could insure “in one fell swoop” 
that every merchant would earn a 
fair profit on each item he sells, 
and not on only a few. 


Lawyer Asks Respite 


Mr. Murphy urged that both the 
proponents and opponents of fair 
trade “withhold action until law- 
yers and courts catch up with all 
the new legislation.” He said that 
many clients are pressing their at- 
torneys for fair trade opinions 
which the legal profession is not 
yet ready to render. “The ques- 
tions are so complex,” he said, 
“that the courts have not caught 
up with the parade.” 

He pointed out that even when a 
court rules an act legal, the prob- 
lems are not all solved since a 
court rules only on the constitu- 
tionality of a statute, without re- 
gard to its social implications. The 
sober, scholarly dicta which used 
to feature important court opinions 
years ago are no longer available 
to guide lawyers, since the courts 
have no time to do more than to 
rule on constitutionality, he added. 

The attorney warned that “the 
next step might be regulation by 
the government,” if industry ad- 
mits its inability to make fair trade 
work. 


Bright and Shiny 


ee IDLUSTRIAL 
MARKETING 


But! 


Bright and shiny in its blue and silver varnished 
cover, and carefully protected against damage in 
shipment by a heavy corrugated carton, the 1939 
edition of the Market Data Book Number of 


Industrial Marketing has been delivered to all 
subscribers. 


OCTOBER 25TH+1938 


But we are sorry to report (based upon past 
experience and advance reports already filtering 
in to headquarters) that this bright and shiny 
book will not stay bright and shiny very long. 


We hasten to explain that this loss of good 
looks is no fault of ours. We put the edition 
together as carefully as possible, and made it as 
good a candidate for a long and fruitful life as 
we were able. 


But people who get the book are notoriously 
tough on it. They won’t let it sit peacefully on 
their shelves where it can enjoy good health and 
pleasant apathy, interrupted only by occasional 
dusting and the wiping off of cobwebs. They 
insist on using it, and using it so hard and so 
frequently that its pristine splendor tends to fade, 
not with the passage of years, but almost with 
the passing of days. 


* ex x 


We really don’t mind. The Market Data Book 
isn’t bad looking, we humbly believe, and it’s 
printed and put together so that it has extreme 
legibility and ease of use. But its beauty isn’t 
skin deep, by any means. It may lose its cover 
and its snappy newness, but that doesn’t prevent 
it from being regarded with peculiar affection by 
those who have discovered its heart of gold—a 
heart of gold consisting of 368 pages filled with 


facts and figures about industrial and trade 
markets and business papers serving those 
markets. 


That’s why it gets such tough handling, and 
that’s why, the more dog-eared it gets, the more 
affectionately and the more obstinately it is clung 
to by its owners. Bright and shiny, or dull and 
slightly mutilated, the Market Data Book Number 
is a real gem . . . a storehouse of statistical and 
research data that spells first aid to thousands of 
marketing and advertising men. 


If you have a copy in your office, don’t let it 
sit idly around. Make it work for you. Get the 
‘Market Data Book habit.” Look in it first when 
you want information on industrial and trade 
markets, and on business papers. 


INDUSTRIAL MARKETING 


330 W. 42nd St. 100 E. Ohio St. 
New York Chicago 
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Says Big Cities 
Must Be Rebuilt 
on New Pattern 


St. Louis, Dec. 13.—The man who 
recently moved to the suburbs and 
reconciled himself to a couple of 
hours a day on the train for the 
sake of his family, will soon be 
walking to work again. That is 
the prediction of Lewis Mumford, 
one of the founders of the Regional 
Planning Association of America, 
in “The Future of the American 
City,” written for the 60th anni- 
versary section of the St. Louis 
Post-Dispatch, issued Sunday. 

Mr. Mumford sums up his views 
in this statement: 

“Steadily, over the next century, 
the old type of congested metropo- 
lis must be transformed into a clus- 
ter of integrated regional communi- 
ties. Not merely must the over- 
centralized city of the past give 
way to a decentralized pattern of 
semi-autonomous smaller cities, the 
metropolis must restore green belts 
and parks to areas that cannot for- 
ever be left as cluttered human 
refuse heaps . The rehabilita- 
tion of our cities, neighborhood by 
neighborhood, is the first step to- 
ward permanent urban solvency.” 

The planning expert bases his 


YORK 
Speaks the Language 
Plays the Music 
Sings the Songs of 
Metropolitan New York's 
Foreign Residents and 
Tells them WHAT and 


WHERE TO BUY 


1000 watts pay ano wicut 


| position on the two prime theses | 
| that the population of the country | 


is fast approaching stability and 
that the structure of existing cities | 


|is obsolete. 


“The aim of future urbanization,” | 
says Mr. Mumford, “is not to met- | 
ropolitanize the rural parts of the | 
country, but to ruralize the me- 
tropolis. The present situation, now | 
that population figures make it 
folly to look forward to any auto- 
matic demand, is a grim one: At 
the center, empty skyscrapers, tax 
delinquent areas, blighted irre- 
deemable patches of empty offices, 
rundown lodging houses and va- 
cant shops; while at the outskirts, 
new suburban quarters are being 
laid out in order to escape tem- 
porarily the burden of taxes in the 
old centers, while the suburb takes 
edvantage of their markets, their 
hospitals, their institutions of learn- 
ing and culture. ... 

“The era of expansion is over. 
If our overgrown cities are to sur- 
vive, they must reorganize the en- 
tire scheme of their development.” 


Form Food, Drug 
Label Service 

Food, Drug and Cosmetic Label 
Service Corporation has been estab- 
lished at 11 Park place, New York, 
to guide advertisers in conforming 
with new federal legislation. 

The staff consist of medical con- 
sultants, chemists, librarians and 
writers. A legal staff will be main- 
tained in Washington. Charles 


. > 
Palmer is general manager. 


To Construct Newsprint 


Plar:t in Texas 

Construction will start soon after 
Jan. 1 on a newsprint plant in Luf- 
kin, Tex. 

Southern newspaper publishers 
have subscribed to $429,000 in stock 
and have agreed to take the plant’s 
entire output for five years at prices 
paid Canadian mills. 


“ Ld ’ 

Times” Suspends 

The Morning Times, Clinton, 
Okla., has suspended as a daily 
newspaper and will resume publi- 
cation as a weekly. Its subscription 
list will be consolidated with that 
of the Daily News. 


~That’s 


w 
where} my-money_goes 


. J 
ge -Sé 
N3 


Los Angeles, New York and other convention cities to the contrary, 


Legionnaires do not spend all their money on fireworks. 

87% of our 916,448 Legionnaires are married men—62% have chil- 
dren—54% own their own homes. 379% own their own business! 
You can’t do all that without being a solid citizen and successful. 


Actually, Legionnaires’ income totals 2% BILLION DOLLARs! 


Besides food, clothing, insurance, etc., Legionnaires buy expensive 
advertised products. 80% own cars. 92% own radios. Over 50% 
own vacuum cleaners, mechanical refrigerators and washing machines. 


43% will make major home improvements in the coming year. 


‘That’s teGionpower!. . . 


916,448 Good Spenders, 


Interested? 


to Fred. L. Maguire, 


L 


constantly on tap in The American LEGION 
Magazine, the family magazine, 


... You'll find complete LEGIONPOWER data 
in Ross Federal Research Report, May 31, 1938. Write 


Advertising Director, for a copy. 


The cAmerican 
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MAGAZINE 


9 ROCKEFELLER PLAZA, NEW YORK CIT 


the friendly meeting place, of 
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ADVERTISING LINAGE IN FARM PAPERS FOR DECEMBER 


December Linage 
Declines 20.4% in 
Farm Monthlies 


New York, Dec. 15.—December 
linage in monthly farm papers to- 
taled 238,274, a decline of 20.4 per 
cent from last year’s total of 299,- 
227, Publishers’ Information Bureau 
reported today. This compares with 
a 17.3 per cent decline in November 
linage. 

Other farm paper groups, report- 
ing November linage today, like- 
wise showed losses. Semi-month- 
lies carried 92,415 lines, a drop of 
8.8 per cent from the 101,278 lines 
reported for this group last year. 

Bi-weeklies scheduled 253,499 
lines as compared with 332,096 in 
1937, a decline of 23.7 per cent. The 
total for weekly farm papers was 
92,637, a drop of 3.9 per cent from 
last year’s total of 96,395. Dailies 
made the best showing among the 
various groups, reporting 147,396 
lines as compared with 151,740 in 
1937, a drop of 2.9 per cent. 

Figures for poultry and live stock 
linage and for page totals of indi- 
vidual papers are shown in the 
above table. 


ANA Plans Spring 
Conference in May 

The spring conference of the As- 
sociation of National Advertisers 
will be held May 10-12, 1939, at the 
Westchester Country Club, Rye, N. 
Y. Meetings will be open to mem- 
bers only, but on May 12, the ANA | 
will be guest at the annual meeting | 
of the American Association of Ad- 
vertising Agencies in New York. 

The annual meeting of the Asso- 
ciation of National Advertisers will 
be held at The Homestead, Hot 
Springs, Va., Sept. 13-16, 1939. 


Starts Church Drive 


The public relations committee of 
the Outdoor Advertising Associa- 
tion of Wisconsin has instituted a 
“Go to Church Next Sunday” poster 
campaign with 200 posters, supple- 
mented with painted bulletins which 
are appearing this month and in 
January throughout the state. Each 
plant operator belonging to the as- 
sociation buys the poster and do- 
nates the space in his territory. 


Stadler Expands 


Stadler Photographing Company, 
Chicago, will open new studios at 
62 E. Lake street Jan. 1. Present 
quarters at 1322 S. Wabash avenue 
will be retained for production pur- 
poses. 


Poultry and | 


Ayer Gets Two 

Goodyear Tire & Rubber Com- 
pany, Akron, O., has appointed N. 
W. Ayer & Son to handle retail 
newspaper advertising for Good- 
year dealers and _ stores, effective 
Jan. 1. The agency has also been 
appointed by DeBeers Syndicate, 
London, diamond trading company, 
to make a nationwide analysis of 
opportunities and methods for in- 
creasing the sale of diamonds in 
the United States. 


New CheckMaster Drive 


National Safety Bank and Trust 
Company of New York has started 
newspaper advertising for its new 
CheckMaster Credit Service, a new 
plan under which small business 
men may receive immediate 
cash for checks deposited in their 
CheckMaster accounts at the bank. 
Kayton-Spiero Company, New 
York, is the agency. 


Anderson Named 


George Anderson has been ap- 
pointed advertising manager of 
Schenley Products Company in the 
New England district, succeeding 
John Ramsey, who has been trans- 
ferred to the New York office. 


Gilchrist Joins Ad-Art 

David Gilchrist, formerly assis- 
tant sales manager of the Ohio Bell 
Telephone Company, has joined the 
Cleveland Ad-Art Studios, Cleve- 
land, as representative. 
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*Ohio Farin Bureau Total Group 253,499 332,096 11.27 1 
News reeey ee re 10.8 4,s44 8.4 5,86 
Poultry Tribune Weeklies (November) 
Eastern Edition .... 11.2 4.813 14.8 6,341 7,068 5,506] Capper’s Weekly ... 0 6,705 1 6,927 
Progressive Farmer Dairyman’s League 
Southern Ruralist eR ee. 5.0 661 4.0 2921 
Carolina-Va,. Edition. 20.6 15,012 27.4 19,966 5 102 | Pacific Rural Press: 
Georgia-Ala, Edition. 21.0 15,288 26.6 19,369 113 102 Northern Edition 32.2 24,323 41.5 31,388 
Kentucky-Tenn Ed.. 19.1 13,914 25.3 18,401 57 102 Southern Edition 27.6 20,867 6.1 27,327 7 
Mississippi Edition 19.3 14,030 24.7 17,975 61 84 tAll Editions wseve 26.4 19,973 33.5 25,348 
Texas Edition . 5 12,560 24.1 17,516 168 212] Semi-W eekly Farm 
fAll Editions ....... 15 11,262 21.2 16,440 es News 
tAver. of 5 Editions 19.5 14,160 25.6 18,645 91 120 Friday Edition ...... 3.9 9,269 2.9 6,817 
Southern Agriculturist. 15.5 10,85 18.0 12,622 8 “4 Tuesday Edition . 2.9 £6,787 29 5.33 
Southern Planter 14 10,01 18.7 13,121 213 48) Weekly Kansas City 
Successful Farming.... 338.8 15,228 43.8 19,692 275 21% Star: 
= apa Se eee eee — SS Missouri Edition 8.5 £21,025 6.4 £15,682 
Total Group sabes se 238,274 299,227 19,175 17,471 — —— — 
Total Group ........ 92,637 16,305 1,474 3 
Semi-Monthlies (November) 
Arizona Producer ..... 18.7 14,682 11.8 9,261 ; ‘em Dailies (November) 
Farm & Ranch...... 23.3 17,624 25.0 18,915 190 156] *Chicago Daily Drov- 
Farmer-Stockman . 18.9 10,490 19.2 14,504 eas Tre ers Journal ......... 23 2 49,588 21.9 46,797 15,848 ‘ 
Hoard'’s Dairyman... 17.7 12,860 17.5 12,763 1,669 1.855] *Kansas City Daily 
Missouri Farmer 11.0 8,633 10.3 8,049 279 51y Drovers Telegram... 16.0 $4,137 16.5 35,199 291 f 
Montana Farmer 13.5 10,208 20.4 15,385 1,638 517] *Omaha Daily Journal- 
Utah Farmer ‘ SS 6,628 12.3 9,312 1,552 1,512 Stockman ........:- 16.1 44,274 18.3 8,98 11,551 1 
Western Farm Life . 14.4 11,300 16.7 13,089 119 931] *St. Louis Daily Live 
Su EERE —— —— << nr Stock Reporter 13.9 9,597 14.5 30,761 2,358 3.9 
Total Group ........ 92,415 101,278 447 4.652 ——$ ee 
Total Group 147, 39¢ . 151,740 33.048 56) 
Bi-Weeklies (November) . 
American Agriculturist 17.8 12,987 21.7) 15,704 nue 458 *Figures provided by publisher 
California Cultivator 25.4 19,183 30.9 23,379 ‘Not included in total 
Dakota Farmer ae 14.0 10,802 17.5 13,530 Five issues 


Grey Adds Miss Olivier 

Grey Advertising Agency, Ney 
York, has appointed Frances Olivie; 
director of its cosmetics division 
Miss Olivier was formerly beauty 
editor of the New York Evening 
World and more recently advertis- 
ing director of Helena Rubinstein 
New York. 
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December Linage of Canadian Magazines 


Ad Managers of 


1938—_—_— 1937 4 
Pages Lines Pages Lines Califor nia P aper s 
Canadian Home Journal........... 32.7 22,860 39.2 27,442 
Canadian Homes & Gardens........ 352 23653 339 22,778 Elect Metcalfe 
Canadian Magazine .......... . 16.6 * 7,136 14.4 10,097 Los Angeles, Dec. 15.— Election 
ES ies cas. bak wa eae 24.7 17,318 38.9 27,249|of James W. Metcalfe, Alhambra 
CE ene Gham ia eas Ki 8 0.8 tee eA 27.5 11,783 54.5 22,957 Post-Advocate, as president of the 
tMaclean’s Magazine .............. 36.4 25,478 46.8 32,742 California Newspaper Advertising 
Mayfair SWhOHSSMED ERDAS 64 Cesena wees 84.5 56,808 71.9 48,318 Managers’ Association, Southern 
National Home Monthly ........... 20.1 14.090 30.0 21,022 Division, was ie 
announced here “3h 
PD tis pect h ewan ad Ks 167,343 189,648 


this week, fol- 


The rates for this department are as follows: 


° 4 . H lowing a meetin 
“Help. Wanted,” “Positions Wanted,” “Representatives Wanted,” and Commercial Display in Canadian Farm Papers ye a bing 
Representatives Available,” 30 cents @ line, minimum charge $1. Term®| Country Guide & Nor’-West Farmer 13.5 9,702 15.8 11,361 Re BS ate 
a All other classifications (single insertion rates): $2.75; 1 to 3 in., | +Family Herald & Weekly Star— ae 
4.75 per inch. Write for descriptive folder deserhtke "teunte for term Eastern Edition 50.5 40.377 47.5 38.018 served the asso- 
insertions. now so lala al datas : , , ciation this year 
EE SEL vip hawseeeeaees 38.1 30,485 33.7 26,930 as vice-president 
POSITIONS WANTED REPRESENTATIVES AVAILABLE The Farmer’s Magazine ay 15.4 10,762 14.4 10,082 a aah waa & 
— PUBLICITY — PUBLIC RELATIONS tFree Press Prairie Farmer......... 48.3 53,122 43.5 47,817 3 
po YOU WANT GAINS?—DISPLAY | .ounsel seeks new account *Western Producer ................ 14.4 16,383 13.0 14,861 merly secretary- -- 
salesman 6 rere oe ee nevi. | Box 1584, ADVERTISING AGE, N. Y. treasurer. > 
versity grad. Age 36. A damn good | Shen iandie five additional general GNI siins5ccesesxaedens 20,464 21,443 Other new offi- . 
employe able to handle five additional general James Metcalfe F. Ss * 
oY 1593, OE VERTISING AGE, Chgo.|2nd business publications. Present cers are fF. 5. 
repssoumasre ae to your *Page size now 429 instead of 700. Haynes, Redondo Beach Breeze, 
YOUNG WOMAN: SUCCESSFUL REC- | 220 255" SS VERTI 


ord in all phases of advertising ex- 
cept copy and art work. Unusual 
sales, merchandising, and research 
ability. College training, and secre- 
tarial. Prefer to give representation 
in Chicago to outside +d. ~ aca 
Minimum acceptable $35 week 

Box 1594, ADVERTISING AGE, Chgo. 


ROMANCE IN THE RED 
Imaginative adv. stripling(23) in love. 
Must finance romance, 3 years of adv. 
agency and sales experience; 1 month 
of courtship. Ready to assist busy 
adv. or sales executive. 

Box 77B, ADVERTISING AGE, N. Y. 


RESEARCH MA*—27. FIVE YEARS 
with leading dep’'t store, in charge of 
newspaper, radio, sales, and consumer 


research. Seeking greater opportu- 
nities. 
Box 1597, ADVERTISING AGE, Chgo. 


Assistant to Busy Executive. 28, uni- 
versity graduate. Experienced in ad- 
vertising, merchandising and display. 
Present favorable appearance. Stymied 
in present position. Desire position 
with opportunities for advancement. 
Box 1598, ADVERTISING AGE, N. Y. 


HELP WANTED 


ADVERTISING or PRINTING SALES- 
MAN to sell LABELS & EMBOSSED 
SEALS as side line. Commissions 
every week. Old Established Com- 
pany. K. C. §. Co., 606 E. Clybourn 
St. Milwaukee, Wis. 


Box 1595, ADVERTISING AGE, N. Y. 


CONN. AND NEARBY N. Y. STATE. 
Experienced advertising salesman, 
with car available; traveling ex- 
penses against commission 

Box 1596, ADVERTISING AGE, N. Y. 
SUCCESSFUL TRADE PAPER AD- 
vertising salesman wishes to represent 
eastern paper in Chicago. Write 
Box 1599, ADVERTISING AGE, Chgo. 


STOCK CUTS 


LITTLE BLACK AND WHITE CUTS 
(inexpensive) add zip and verve to 
text for small ads., circulars, letters, 
announcements, house organs, blot- 
ters, etc. Send your address. Har- 
per’s, 283-f E. Spring St., Columbus, 
Ohio. 


MISCELLANEOUS 
MAKE EVERY DIRECT-MAIL 

dollar count for two, by using new- 
est Photo-Offset process; reproduces 
anything that can be printed! 

NO TYPESETTING and ENGRAVING 

EXPENSE!! 
Ideal process for reproducing all types 
of direct-mail literature, instruction 
sheets, house organs, salesmen’s man- 
uals, portfolios, charts, etc. 
Short runs without penalty. 
500 COPIES (8%”x11”) $2.63 
Additional hundred copies only 22c 
Even lower prices for quantity buyers. 
All sizes supplied. Send for free 
informative Manual. 

Laurel Process, 480 Canal St., N. ¥. C. 
For a trained representative in New 
York and the Metropolitan Area, just 
phone WAlker 5-0527. No obligation. 


Rothman, Ressler to 


Issue Automotive Paper 


Edward E. Rothman, Inc., a De- 
troit automotive trade publishing 
company, has been established at 
416 New Center bldg. by Edward 
Rothman and Hal Ressler, both 
formerly with MacManus, John & 
Adams and previously with Camp- 
bell-Ewald Company. 

The publication will be a month- 
ly automotive dealer magazine 
devoted to used cars and trucks. 


Chicago Ad Clul Club Host 
at Christmas Party 


The Chicago Federated Adver- 
tising Club staged its annual 
Christmas party Dec. 15 in the Ho- 
tel Sherman, with receipts going 
to the Off-the-Street Club and the 
vocational division of the CFAC. 
Guests, numbering several hun- 
dred, were drawn from ranks of all 
advertising fields. Clem A. Ma- 
wicke, Pontiac Engraving and Elec- 
trotype Company, was general 


chairman of the committee in 
charge. 


SS 


Smock with Belden 

William G. Smock has joined Bel- 
den Associates, Cleveland, as ac- 
count executive and copywriter. He 
was formerly with the Columbus 
Citizen. The agency has joined the 
National Advertising and Promotion 
Group. 


Cotton Shop to Golovin 
Willard B. Golovin, Inc., New 
York, has been appointed by the 
Cotton Shop, Inc., New York, to 
handle its newspaper advertising. 
The “Going South” theme is being 
featured in Sunday insertions. 


WBRY Joins CBS 

Station WBRY, New Haven and 
Waterbury, Conn., has become affil- 
iated with the Columbia Broadcast- 
ing System. 


Bank Appoints Anderson 


Central Savings Bank, New York, 
has appointed Merrill Anderson 
Company, New York, to direct its 
advertising, effective Jan. 1. 


a 


MERRY 


CHRISTMAS 


and 
thanks! 


* 


CHICAGO 
CLEVELAND 
NEW YORK 


% a 


a arty ‘ gush. 
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Coming 
Conventions 


Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 


Jan. 21. Midwinter meeting, Ad- 
vertising Affiliation, Buffalo, N. Y. 


March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 


April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 


May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 


May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 


May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 


June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 


June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
N. Y. 


June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 


June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 


Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 


Sept. 20-22. Annual conference, 
National Industrial Advertising As- 
sociation, New York. 


Plans Pictorial Edition 

The Polish Daily Zgoda, Chicago, 
will publish a pictorial edition in 
January, built around the theme, 
better citizenship. All advertising, 
as well as citizenship features, will 
be in pictures. 


New Name for Magazine 


Effective Jan. 1, the name of B’nai 
B’rith Magazine, New York, will be 
changed to the National Jewish 
Monthly, in line with current en- 
largement of the scope of the pub- 
lication. 


To Issue “Americas” 


The Americas will be published in 
January by the Mayan Company, 
3306% S. San Pedro street, Los An- 
geles. The magazine will be circu- 
lated in the United States and 21 
Latin American countries. 


Form Morgan & Davis 


Murray Morgan and Jack Davis 
have organized Morgan & Davis, a 
general advertising agency, with of- 
fices in the Subway Terminal Bldg., 
Los Angeles. 


Littman Joins Loeb 

Jerome R. Littman, formerly with 
the Psychological Corporation, has 
joined the sales promotion depart- 
ment of Lester A. Loeb Advertising 


Agency, New York. 


+Weekly—November linage shown, not included in total. 
tSemi-monthly—both issues included. 


Canada Magazine 
Linage Down 11.8% 


in December 


Chicago, Dec. 15.—December lin- 
age in seven Canadian magazines 
totaled 167,343, a decline of 11.8 per 
cent from the 1937 total of 189,648, 
according to figures received today 
by ADVERTISING AcE. This decline 
compares with a drop of 17.3 per 
cent shown for the same magazines 
in the November totals. 

Among these seven, Canadian 
Homes & Gardens and Mayfair 
showed increases over last year’s 
figures. 

Two Canadian farm papers, re- 
porting December linage, carried a 
total of 20,464, a decline of 4.6 per 
cent from the 21,443 lines shown for 
these publications last year. All 
three of the weeklies, reporting No- 
vember linage, showed increases 
over 1937 figures. 

Figures and page totals for the 
individual publications are shown in 
the above table. 


vice-president, and Ray Brooks, 
Torrance Herald, secretary-treas- 
urer. 

The first meeting under direction 
of the new slate is scheduled for 
Dec. 28. 


King Named GF Manager 


Edward M. King, formerly asso- 
ciate merchandising manager for 
Maxwell House coffee and pack- 
aged coconut, products of the Gen- 
eral Foods Sales Company, New 
York, has been appointed manager 
for institution products, bag and 
bulk coffees and teas. 
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TRANSCRIBED PROGRAMS 


For the Low Budget Account 
Progzams of proven ability 


that have established audi- 
yn ence acceptance at a cost 


Send for complete Catalogue 


CHARLES MICHELSON 


545 FIFTH AVENUE NEW-YORK 


PRESIDENTS DO READ 
AND WRITE 


| 


The author of an article in a recent issue of Dun’s Review 


received 26 letters direct from readers. 


Seventeen of these 


letters were signed by the presidents or heads of their 


companies. 


II 


A manufacturer of an office equipment device received 113 
letters of inquiry. Sixty were from manufacturers, 37 from 
wholesalers, 2 from banks, 14 miscellaneous. Fifty of these 
companies are rated from $125,000 to over $1,000,000. 
Twenty-two were signed by presidents. 


III 


An advertiser of a special service to business received 31 
inquiries, of which 18 were from manufacturers and 7 were 
from banks, financial institutions, and insurance companies. 


IV 


Of 52 requests received for a booklet on export con- 
ditions, 15 were from concerns rated from $125,000 to over 


$1,000,000. 


DUNS REVIEW 


PUBLISHED BY DUN & BRADSTREET, INC. 
NEW YORK CHICAGO CLEVELAND 
290 Broadway 228 No. LaSalle St. 1635 E. asth St. 


REACHING CHIEF EXECUTIVES OF LARGE CORPORATIONS 
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Agency Expert - | 
Upholds Merit of | 
Longer Radio Copy 


New York, Dec. 15.— Limited 
commercials may attract more peo- 
ple to the radio, as Senator Burton 
K. Wheeler claimed this week, but 
long commercials are more effec- 
tive in selling merchandise than 
short ones, according to a _ study 
made over a period of years by 
M. J. Kleinfield, radio director of 
Franklin Bruck Advertising Cor- 
poration. 

“Repeated tests have proved that 
a 100-second commercial brings 
better results than a 60-second an- 
nouncement,” Mr. Kleinfield told 
ADVERTISING AGE today. This is 
true, he said, even though the long 
message contain no additional facts 
but only repetition of statements 
made in the shorter version. 

Mr. Kleinfield reached these 
conclusions by applying the mail 
order technique to the testing of 
radio programs. Requests for free 
booklets were directed to the an- 
nouncer on each program, thus en- 
abling the agency and its clients 
to determine which of its advertis- 
ing messages get best results. The 
tests were conducted under vary- 
ing conditions for a _ variety of 
products. 

On the basis of cost-per-inquiry, 
Mr. Kleinfield recommended three 
times a week programs as the best. 
He explained that a program aired 
three times a week does not bring 
three times as many sales as a sin- 
gle broadcast, but that the ratio 
of cost to sales increases sharply 
when more than three programs a 
week are scheduled. 


McDermott Added 

William McDermott, formerly 
with Gotham Advertising Company, 
New York, has been appointed art 
director and production manager of 
Mayer-Lopez, New York, interna- 
tional advertising agency. 


aii 


REASONS 


FOR STOPPING 
AT THE 


HOTEL 
LEXINGTON 


801 large, cheerful, mod- 
ern rooms all equipped 
with radio, circulating 
ice water, combination 
tub and shower bath, 
and full-length mirror. 
Four fine restaurants. 
Conveniently located in 
the Grand Central area. 
And rates are reasonable 
... from $3.50 a day. 


DINE + DANCE + ROMANCE 
IN THE FAMOUS 


sity doom 


\n authentic Hawaiian 
setting, that has “taken 
New York by storm.” 
Famous orchestras play 
nightly for dancing. 


Lexington Avenue at 48th St. 
NEW YORK CITY ie 
Charles E. Rochester, ; 


Managing Director 


Retail Linage 
Loss Smallest 
Since April 2 


Chicago, Dec. 


paper advertising in 81 leading 


|markets reporting to the ADVERTIS- | 
AcE Index of Retail Activity | 
was off only 3.5 per cent from last | 


ING 


year’s figure for the week ended 
Dec. 
loss since April 2 of this year. 

The minor loss for the past week 
reduced the deficit for the year to 
date to 10.5 per cent, as 
10.7 per cent last week, and raised 
hopes that when the year winds 
up, the net loss in retail advertis- 
ing compared with 1937 will be not 
more than 10 per cent. 

For the week ended Dec. 10 
newspapers in the 81 reporting 
markets carried a total of 28,450,- 
463 lines of retail advertising, com- 
pared with 29,471,599 lines during 


the corresponding week of last 
year. For the 50 weeks to date, 
these newspapers have carried 


937,750,059 lines, compared with 1,- 
047,921,045 lines last year. 

Detailed figures on week-to-week 
variations from last year for all 
of the markets measured are given 
in the following tabulation: 


SE ae ree eee ee — 0.8 
ON es as ara Kel oo — 2.4 
EE se i) he ahe era ales 8.2 — 3.7 
ES Re ee ee — 5.1 
Py a og kbXSN ad ORS ROD — 7.2 


Feb. 5 
Feb. 
Feb. 19 
Feb. 
March 5 
March 12 
March 19 
March 
April 2 
April 9 
April 16 
April 23 
April 30 
May 7 
May 14 
May 21 
May 


“TELE EReEartaeees ks 


Ee SPCC T Corre ECeT ere —14.6 
St eee ee —14.9 
DE) $44 10tsds006a sa aen —14.8 
DORM 2¢6584% ki0%F daa —16.9 
(oe Pree eee rere —14.7 
PE? A id fad Fiasbadid dian —14.4 
BE AE” share es HS ware oda dS > —13.0 
a ee ee ee ae —13.9 
WU Ge cv adanddcosenaawen —13.3 
Po. ME sevetveee et oe ea yas —13.1 
ee EE Gerster sae ereencs —13.5 
PL op cawden sein a b.e8 .. —12.4 
RE 96d eae t ers enande oe —13.1 
a Eee eer Cee —11.9 
| 5 Bere eee re Serre — 8.3 
ee : ere rer rere —12.3 
i rr — 9.2 
i eee ere eee —15.5 
SR Serer ere es rere —12.7 
4: Pere rere ere ee —12.4 
 & SPOT EeeTerer Tree —10.9 


Oct. 
Nov. 5 
| 2 
Le EEE TTT eT ere — 
Nov. 
Dec. . 
| a re — 

The tabulation in the 
column shows individual linage fig- 
ures for each city included in this 
Index. 
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Chicago Bowlers 
to Shoot Sweepstakes 


Members of the bowling league 
of Chicago Federated Advertising 
Club will celebrate Christmas week 
with a sweepstakes session Tuesday 
evening, Dec. 20, with a score of 
merchandise prizes and gift cer- 
tificates being distributed to those 
who do the best jobs of pin toppling 
that night. The league bowls at 
7:15 at the Gold Coast Alleys, Divi- 
sion and Clark streets. 

Leading the league at present is 
the Direct Mail Club, with Stack- 
Goble Advertising Agency in second 
place, and six teams tied for the 
third position 


Noble Handles Ammonia 

Albert Sidney Noble, New York, 
has been appointed to direct 
advertising of the United 


Producers of By-Product Ammo- 


and newspapers are being used. 


16.—Retail news- | 


10—the smallest comparative | 


against | 


adjoining | 


States | 


nia, New York, for its domestic sul- | 
phate of ammonia. Farm magazines 


Markets 


— 


Index of Retail Activity in 81 Important 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 


o 


~ Gain & 


Gain 


50-Week 50-Week 50-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gai: 
Ended Ended Ended over over Ended Ended or 
City Dec. 12, 1936 Dec. 11, 1937 Dec. 10, 1938 1936 1937 Dec. 11,1937 Dec. 10, 1938 Loss 
BPC ee Sarre ie . 16,504,107 16,335,719 11,343,125 31.3 —30.6 411,621 278,590 a > 
pe  , See 6,407,154 6,751,269 5,279,174 —17.6 —21.8 156,044 145,845 = 6 
| Atlanta, Ga. .......... 15,035,174 15,628,148 15,743,574 + 4.3 +0.7 501,998 531,090 +5 
taltimore, Md. ........ 22,388,470 22,823,770 21,366,823 —4.6 —6.4 688,321 653,830 = 
Birmingham, Ala. ..... 11,786,276 12,637,198 12,279,806 + 4.2 ——2.8 349,062 324,982 —6 9 
Boston, Mass. 20,778,482 20,270,103 19,554,877 -5.9 —3.5 659,672 749,617 +126 
| Bridgeport, Conn 9,320,064 9,835,372 8,892,092 — 4.6 9.6 295,008 272,244 97 
| Buffalo, N. Y ae 17,286,818 18,721,260 15,917,616 —7.9 —14.9 512,652 458,682 10 . 
Camden, N. J. ... 4,090,967 4,081,193 3,863,602 — 5.6 —5.3 102,143 117,691 ry 
Cedar Rapids, la. : 4,948,244 5,078,332 4,637,514 —6.3 —8.7 120,288 124,474 9 
Charleston, W. Va. 10,386,796 11,407,473 10,549,889 + 1.6 —7.5 383,180 376,075 1.9 
Chattanooga, Tenn 6,526,964 6,155,326 6,155,039 —4.2 o. 140,988 165,938 + 17.7 
COOGMO, Ti ice cacnacs 30,358,720 32,491,934 29,862,323 —1.6 —8. 860,169 895,373 +4] 
es ee 16,697,015 17,455,944 15,219,555 —8.9 —12.8 502,803 516,460 4.97 
Cleveland, ©. ...... 19,894,036 21,205,907 17,265,894 13.3 <«<<18,6 571,015 486,081 14.4 
Ce, AR ne teseees. beaceRS0606C~« aeRO 06060UC™:*”|«C oes in “a 391,488 394,306 +.().7 
a | are 19,895,583 21,395,925 20,266,561 +1.9 —5.3 619,698 619,498 : 
Davenport, Ia. 8,769,460 10,078,352 9,201,010 + 4.9 —8.7 264,572 246,526 — 
yg > a 13,967,534 15,354,276 12,945,640 —7.3 —15.7 468,076 363,356 —29 4 
POM VER, COIG, 1c ccecvcs 10,121,018 10,372,935 8,057,039 —20.4 —22.3 279,365 174,363 37.6 
Des Moines, Ia. ....... 6,348,438 6,480,388 6,251,645 —1.5 —3.5 180,457 161,717 =~} .4 
Detroit, MGR. «ok. sees 21,655,679 22,275,345 17,809,883 —17.8 —20.1 666,760 595,357 —10.7 
oe DO, GOR caeeescass Sees 06€C«C A U0UC~C«C«C KK ree wis 239,232 225,596 - ° 
en, Bike ce ddabriveren 7,461,282 9,183,738 8,690,076 + 16.5 —5.4 272,314 236,726 ~13.1 
Evansville, Ind. ...... 12,862,808 12,701,683 11,998,810 —6.7 —5.5 376,544 322,952 —14.2 
Fall River, Mass. ..... 3,392,107 3,398,971 3,154,531 —7.0 —7.2 77,726 87,925 +13 i 
Flint, Mich. reece 8,993,959 9,117,248 7,242,956 —19.5 -20.6 233,632 221,298 —5.3 
Fort Wayne, Ind. 11,455,080 11,690,211 10,456,551 —8.7 —10.6 317,758 285,460 —10.2 
oO a ee eee 6,234,124 7,022,664 5,481,143 —12.1 —20.5 157,097 143,244 —8.8 
Grand Rapids, Mich. .. 9,516,696 10,378,068 8,520,326 —10.5 -17.9 285,250 237,930 16.6 
Greenvilie, S. C. ...... 6,020,017 6,699,643 6,492,134 +7.8 —3.1 172,060 170,576 0.9 
Houston, Tex. ee 14,534,008 16,189,866 16,234,390 +11.7 +6.3 415,282 426,622 +27 
Indianapolis, Ind. ..... 17,814,596 18,552,035 15,787,018 —11.4 —14.9 536,844 505,442 —5.9 
| Jacksonville, Fla. ..... 8,492,941 9,117,304 8,708,762 + 2.5 —4.5 234,402 232,358 —.4 
| Jersey City, WN. J, .... 2,359,036 2,307,864 2,036,655 —13.7 —11.8 62,517 57,632 —7.8 
| Kansas City, Kans. . 2,495,150 2,689,910 2,737,651 + 9.7 +1.8 89,264 83,069 al 
| Knoxville, Tenn. 9,708,769 10,695,956 9,878,645 +1.7 —7.6 297,066 270,258 —9.0 
| Little Rock, Ark. 9,269,223 9,344,874 9,042,552 —2.5 —3.2 252,126 242,354 —3.9 
| Los Angeles, Cal. ..... .....ee. 25,286,135 22,980,097 9.1 633,296 667,953 +-5.5 
Rev aGee, BEM. cccscice seakeeda 15,861,767 13,831,545 re 12.8 458,502 366,915 19.9 
Lynn, Mass. ...... pees. 9,924,040 9,622,088 7,761,416 —21.8 —19.3 221,004 219,156 0.8 
Manchester, N. H 3,460,190 3,734,440 3,579,874 + 3.5 —4.1 116,654 102,514 —12.1 
Memphis, Tenn. ....... 11,352,058 12,034,780 11,240,474 —1.0 —6.6 335,426 348,292 +-3.8 
Milwaukee, Wis. 15,674,885 17,861,355 14,929,176 —4.8 —16.4 587,082 468,397 20.2 
| Minneapolis, Minn 14,948,747 14,482,065 13,270,702 —10.6 —8.4 377,905 340,267 —9.9 
Moline-Rock Island 8,481,768 9,065,411 8,311,114 —2.0 —8.3 219,492 207,550 onl, 
New Bedford, Mass 3,306,644 3,311,364 3,057,740 —7.5 —7.7 88,718 84,434 —4.8 
New Haven, Conn 8,909,838 9,281,348 8,886,766 —0.3 —4,3 224,812 244,594 +8.8 
New Orleans, La. . 19,669,924 20,074,242 18,755,766 —4.7 —6.6 576,600 576,015 —f.1 
*New York, N. Y. 65,869,674 65,291,829 58,795,832 —10.7 —9.9 1,910,833 1,888,854 -1,.2 
tBrooklyn, N. Y 7,048,317 6,066,892 4,696,672 33.4 —22.6 90,975 110,23 21.2 
| iy ee 9,536,298 9,462,728 9,193,828 —3.6 —2.9 211,358 260,218 + 23.1 
Oakland, Cal, , cowed 7,730,007 7,765,876 7,353,041 —4.9 —5.3 245,180 253,341 +3.5 
Oklahoma City, Okla... 11,145,047 12,396,930 11,485,270 +3.1 —7.4 370,076 303,338 —18.0 
Peoria, 111 11,091,587 11,664,906 10,153,625 —8.5 —12.9 340,112 285,971 -15.9 
Philadelphia, Pa. ..... 29,190,278 30,067,648 26,564,997 —9$.0 —11.7 815,209 787,124 3 
Phoenix, Ariz. 7,442,512 7,417,872 7,616,068 + 2.3 +2.7 185,248 179,634 
Pittsburgh, Pa. . 23,420,698 24,843,700 19,497,730 —16.8 ~21.5 746,242 598,556 19.8 
Portland, Ore. ........ 12,137,469 12,639,804 11,507,750 —5.2 —8.9 296,618 279,832 D.7 
t+Providence, R. |. . 13,489,481 13,806,367 10,459,185 —22.5 —24.3 309,931 326,361 ) 
TY SS errr 9,604,018 10,818,342 9,435,327 —1.8 12.8 294,508 276,542 6.1 
Richmond, Va. ........ 13,344,770 13,120,506 11,952,038 —9.7 8.9 382,914 369,152 3.6 
$Rochester, N. Y 18,489,648 17,313,050 14,355,999 —22.4 —17.1 438,000 427,617 2.4 
Sacramento, Cal 8,764,196 8,574,755 7,817,843 —10.8 “8.8 167,548 214,298 + 27.9 
San Antonio, Tex. 6,501,726 6,402,73 6,337,230 —2.5 1.0 180,154 199,022 + 10.5 
San Diego, Cal. 14,057,644 13,688,028 12,541,922 10.8 54 344,736 414,624 + 20.3 
San Francisco, Cal . 15,661,727 16,130,507 14,805,975 5.5 8.2 154,982 428,366 11.7 
Seattle, Wash ; 9,907,056 10,122,196 9,733,221 1.8 —3.9 281,260 320,810 14.1 
South Bend, Ind. ...... 8,965,714 9,241,218 7,011,358 —21.8 24.1 216,070 201,399 —6.8 
Spokane, Wash. be6ie 7,425,891 7,660,926 7,135,898 3.9 —6.9 189,658 177,576 —f6.4 
St. Louis, Mo. ......... 18,347,685 19,184,740 17,387,355 —5.2 —9.4 542,300 507,170 —6.5 
St. Paul, Minn . 12,919,604 12,105,494 10,939,399 -15.3 9.6 326,707 275,841 —15.6 
Syracuse, N. Y .«+» 12,008,446 11,720,228 10,632,377 11.5 9.3 313,992 324,667 +3.4 
*Tacoma, Wash. ....... 6,322,051 6,230,560 5,904,486 6.6 §.2 153,328 155,722 +1.6 
Tampa, Fla. ...... 2 5,854,720 6,161,922 §,022,.910 +2.9 2.3 167,510 172,494 + 2.9 
Toronto, Ont., Can. 20,456,230 19,216,509 17,258,816 15.6 10.2 621,120 471,722 9.5 
THO, Tie Es cecssreciss SOLE 4,259,675 4,009,404 -~0.3 5.9 111,986 124,138 10.9 
Tulsa, Okla. ... .. 10,013,513 9,708,514 9,008,038 -10.1 —7.2 275,996 252,168 8.6 
Washington, D.C. . . 37,877,407 37,046,392 34,396,539 9.2 -7.2 999,308 1,032,569 + 3.3 
Worcester, Mass. . 11,954,116 12,280,318 10,917,243 -§.7 11.1 339,601 294,651 13.2 
Youngstown, O. .. 9,111,495 $868,683 2,198,182 $—$1.1 —t69 234,154 08,83 10.8 
Total 979,215,068 1,047,921,045 937,750,059 8.0 —10.5 29,471,599 28,450,463 3.5 
‘Akron Times-Press discontinued Aug. 28, 1938. 
*New York American discontinued June 24, 1937 m 
tBrooklyn Times-Union discontinued June 8, 1937 
§Journal and Sunday 7 


*Daily Ledger discontinued June 


t+ Providence Tribune 


‘CAB Reveals Interest 
in Football Broadcasts 


An average 35 per cent of radio 
set owners listened to college foot- 
ball games in those cities where 
the games were broadcast, accord- 
ing to the Cooperative Analysis of 
Broadcasting, New York. This fig- 


ure shows a slight increase over 
previous years. In 1936 the CAB 
|rated football 32 per cent, in 1937 


33.4 per cent. 

During the season the football 
radio audience increased steadily. 
Games broadcast on Saturday, Oct. 
1, rated 24.3 per cent, while those 


on Saturday, Dec. 3, rated 44 per| 


cent. 
. 3) ’ 
|Heminway to “Coast” 
C. Stuart Heminway 
jappointed advertising 
| The Coast magazine, San Francisco 


has been 


the | He will be located in the Los An- 

on 
The | 
American Weekly, on the sales staff | 


He 


sales 


office. 
Eastern 


was formerly 


staff of 


geles 
the 


of the old Life, advertising man- 
ager of Judge and Chicago man- 
jager of Fortune. 

’ a \ 


American discontinued 


discontinued 


managel of 


June 8, 1937 


25, 1957 


May 1, 1938 


| Grant Gets Two 

| Grant Advertising, Dallas, has 
| been appointed to handle the ac- 
j}counts of Byrne Commercial Col- 
|lege, Dallas, and Ackers Medicine 
|}Company, Denton, Tex. Burke Gil- 
liam is account executive for Byrne 


}and David Echols for Ackers. 


Edward Smith Appoints 


Edward Smith & Co., Long Island 
| City, paint and varnish, has ap- 
pointed La Porte & Austin, New 
York, to handle its advertising, ef- 
| fective Jan. 1. 
| 


Candy to Campbell-Ewald 


_ Walter H. Johnson Candy Com- 
pany, Chicago, maker of Power 
House candy bars, has appointed 
Campbell-Ewald Company, Chicago, 
as advertising counsel. 


| 


| 


Brown Joins Agency 

W. P. Brown has been appointed 
account executive of Byer & Bow- 
man, Columbus, O. 


FIRST 


The FIRST weekly alcoholic beverage trade paper 
to be recognized by the C. C. A. 
BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N. Y. 
Circle 6-8181-2-3- 


An Asset to the Graphic Arts 
Professions- Nationally Used 

3 Grades - Light-Medium and 
Heavy-52? Per Gal Post Paid 

SS RUBBER CEMENT € 
3438 NO HALSTED ST 
CHICAGO. ILL 


TORONTO 
MONTREAL 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


REGINA 
CALGARY 
EDMONTON 
VANCOUVER 
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ADVERTISING AGE 


For several years he was an ac- 


December 19, 1938 25 
— 
— 
Death Claims ADVERTISING MAN DIES NOVEMBER SALES OF CHAIN STORES 
November November > Gain 11 Months 11 Months “ Gain 
Walter Pietsch 1938 1937 or Loss 1938 1937 or Loss 
a a, eee $ 8,635,064 $ 8,373,142 +3.1 $ 79,318,553 $ 82,744,370 —4,2 
Agency Head I eee ee 2,819,138 2,704,631 +4.2 24,448,371 726,188,990 —6.6 
eS ee ee 12,634,731 12,531,175 0.8 122,500,355 130, 089, 800 -5.8 
SS Se ere 6,613,162 7,397,468 —10.6 67,758,378 73,255,094 —7.5 
Chicago, Dec. 15.—The death of *Kroger Groc. & Baking Co. 18,280,405 18,883,803 —3.0 212,037,874 229,549,168 my 
Walter Gray Pietsch, head of Gale A ed ane knw 3,006,007 3,048,805 a £29,672,093 31,529,665 -5.9 
: ne egeiatae is ‘ 2'306 46 ae 33 065 366 34.238 15 _3. 
& Pietsch, Inc., this week removes rose pl _ ~  tatthi pitt canara s esa tuane ne iee ane .8 
° vA 4 « P | nen eee 2 ) io “7 Ze 6 ,,406,U00 ’ < ~ Dim 
from the ranks of national adver- OE Me scwcd ean 3,594,051 3,442,527 +44 34,967,223 35,930,011 -2.7 
tising a man whose activities in od cw 5a ee 1,909,427 1,914,244 —0,2 17,097,758 19,383,323 11.8 
an agenc work cov- I A Se 3,967,676 3,963,25 +01 40,264,235 42,156,717 ~4.5 
publishing th d & AB of NG. Me Ghics conve cavasene 27,196,166 27, 102°929 +0.3 219,021,644 237,373,883 am? 
ered more than a qu a cen- Peoples Drug Stores........ 1,774,582 1,776,922 ani, 3 19,304,228 19,960,650 i. 2 
tury. Mr. Pietsch’s death yesterday Safeway Stores ............ 28,415,496 28,587,845 —0.6 337,879,478 351,172,469 —3.8 
followed an illness of nearly a year,  § 2 eee Terre 1,053,209 1,029,715 +2.3 10,876,648 11,850,262 —8.2 
s : snierce : > 2 4 529 6423 = oe > ¢ a4 229 919 E - 
during which time he had been kept ng a a «af wt ae aan 
° sHSear;rs, coeDUCK «& Occeserve ) ) Se 3,066 - 0.0 ~. sf $4,190,100 —BS8.4 
from his desk. Walgreen Company ........ 5.533.114 5,481,524 + 0.9 60,348,867 61,183,035 —1.4 
After graduating from Cornell Ward, Montgomery & Co 42,295,372 39,550,328 +7.0 "350,960,427 "359,339,146 —2.3 
University in 1898, Mr. Pietsch en- Western Auto Rapely Co..... 3,618, ac _sathse 5.1 -seaetaee 38,258,000 4% 
ss Toolworth, F. Ade R OGRE L EEO 25,2 95 i 25,143,307 — 0.6 253,915,478 257,593,479 —l1.4 
tered the advertising department of ate “ ere ee prereset ee - = 
the Chicago Chronicle and later be- Total re . .$256,626,922 3,101,919 1.4 $2,449,286,448 $2,588,643,130 5.4 
came assistant advertising manager ‘Covers four and 48-week periods ended oly 3. 
g er. Later he was office §Covers four and 44-week periods ended Dec. 3. 
of that pap 28 *Covers four and 48-week periods ended Noy. 26. 
manager, advertising manager and ian esenthe. 
then general manager of the W. D. a. calamistis = a 
Boyce Company, Chicago publisher. Ch . 1 


count executive with the Taylor- 
Critchfield agency, handling such 
accounts as the White Company, 
motor cars and trucks and much of 
the publicity for Packard, Firestone 
and others. The well-known “White 
Roll Call,” in which users of White 
trucks are listed for public informa- 
tion, was an innovation conceived 
by him in 1912. 


Handled Famous Products 


After leaving the Taylor-Critch- 
field organization, Mr. Pietsch went 
to Lord & Thomas as_ account 
executive, later serving as chief of 
the copy department. He then joined 
the E. H. Clarke Advertising 
Agency, handling such accounts as 
Weed Chain, Ed V. Price, Kirk Soap, 
Steger Pianos and other outstanding 
accounts. A few years later he be- 
came connected with the Chicago 
office of the Fred M. Randall Com- 
pany, and there resumed an associa- 
tion with Albert L. Gale, formed 
during his days with Taylor-Critch- 
field. Upon the death of Mr. Ran- 
dall eleven years ago, the Chicago 
business of the Detroit agency was 
taken over and Gale & Pietsch, Inc. 
was formed. 

The advertising accounts with 
which Mr. Pietsch was actively con- 
cerned during his career included 


many other products familiar to 
American buyers. In addition to 
those already named, this list in- 


as Marmon 
cars, Warner Lenz, Diamond T 
trucks, Moline Plow, Stearn cars, 
Alfred Decker & Cohn, Chicago Sur- 
face Lines, National Board of Fire 
Underwriters, National Dairy Coun- 
cil and many others. 


such accounts 


, 
cludes 


Outside of business, Mr. Pietsch | 


was a member of the University 
Club of wean the Tavern Club, 


Wo F 
» RASTRIBL 


LING 


urout + LETTERING + ILUUSTRATION © RETOUCHING 
520 WORTH MICHIGAN AVENUE - DELAWARE 4855 


Walter Gray Pietsch 


the Alpha Delta Phi Club of New 
York, and the Glen View Golf Club. 
His wife, the former Amy Lake of 
Evanston, died in 1923. A daughter 
and two sons survive, Mrs. Howard 
Seehausen of Evanston, Randolph 
Pietsch of Evanston, and Richard 
F. Pietsch of Wilmette. The latter 
took over his father’s responsibili- 
ties in the Gale & Pietsch agency 
when Mr. Pietsch was forced to give 
up active work, and will carry on 
with the organization retaining its 
present form. 


JACOB OMANSKY, STERN 
BUSINESS MANAGER, DIES 


New York, Dec. 13.—Jacob Oman- 
sky, 44, business manager of the 
Camden Courier-Post, New York 
Post and Philadelphia Record, died 
of a heart attack Sunday while 
horseback riding in Central Park. 

Mr. Omansky became associated 
with J. David Stern in 1927 when 
e made a survey for Mr. Stern in 
Camden. He was named business 
manager and general manager of 
all the Stern newspapers in 1933. 


ROBERT LORTON DEAD 

Tulsa, Okla., Dec. 13.—Funeral 
services were held here recently for 
Robert Eugene Lorton, 24-year-old 
associate publisher of the Tulsa 
World. He was the son of Eugene 
Lorton, World publisher. 


C. T. ROOT, PIONEER 
PUBLISHER, PASSES 


New York, Dec. 14.—Charles 
'Towner Root, 89, one-time president 
of the United Publishers Corpora- 
tion, business paper publisher, died 
here yesterday. 

Mr. Root was president of the 
Textile Publishing Company, with 
a group of papers including Dry 
Goods Economist and Boot and 
Shoe Recorder, when that company 
merged with a number of other 
publications, including Iron Age, 
to form United Publishers. 


Advertising Men's Florida Headquarters 
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DANIA BEACH HOTEL 


Standard Brands 
Renews Charlie 
McCarthy Program 


New York, Dec. 15.—Standard 
Brands has renewed the “Chase & 
Sanborn Hour” featuring Charlie 
McCarthy, effective with the Jan. 1 
broadcast. The program is heard on 
Sundays from 8 to 9 p. m. over 58 
stations of the NBC Red network. 

Rudy Vallee Continues 

The Royal Dessert program with 
Rudy Vallee has also been renewed 
for an additional 52 weeks by 
Standard Brands and is heard on 
Thursdays from 8 to 9 p. m. over 53 
NBC Red network stations. J. Wal- 
ter Thompson is the agency. 


G-F Expands “Good News” 


“Good News of 1939” has been re- 
newed by the General Foods Corpo- 
ration for 52 weeks over 82 stations 
of a coast-to-coast NBC Red net- 
work, effective Jan. 5. Canadian 
Broadcasting Corporation stations 
will also be added for the program 
which is heard on Thursday from 9 
to 10 p. m. for Maxwell House 
coffee. Robert Taylor is master of 
ceremonies. Benton & Bowles is 
the agency for the account in the 
United States, with the Bill Baker 
Advertising Agency, Ltd., handling 
the Canadian stations. 

Renews “Charm Hour” 

The General 
through Maxon Inc., has renewed 
the “Hour of Charm” over 58 coast- 
to coast stations of the NBC Red 
network, effective Jan. 2, for 13 
weeks. The program, which fea- 
tures Phil Spitalny and his all-girl 
orchestra, and Dorothy Thompson 
as commentator, is heard on Mon- 
days from 9 to 9:30 p. m. 

Wrigley Repeats 

“Scattergood Baines,” heard at 
11:15 to 11:30 a. m. Mondays 
through Fridays has been renewed 
on 50 stations of the CBS network 
by William Wrigley Jr. Company. 
Frances Hooper Agency handles the 
account. 

Ward Extends Program 

The Ward Baking Company has 
added 15 stations of the NBC Blue 
network, effective Dec. 26, to “Jane 
Arden,” dramatic sketch, heard on 
Mondays through Fridays from 
10:15 to 10:30 a. m. for Ward Bread. 
Sherman K. Ellis is the agency. 

Wheatena on MBS 

The Wheatena Corporation 
signed a contract with the Mutual 
Broadcasting System to _ present | 
Dorothy Gordon and her program 
for children effective Dec. 16. The | 
program is heard on Mondays, 
Wednesdays and Fridays from 5:45 | 
to 6 p. m. and replaces the former 
daytime series for Wheatena en- 
titled “‘Dad and Junior.” 

Mennen Holds Hayes 


Mennen Company has 
the Sam Hayes “ 


renewed 
People’s Vote” pro- 


with further options for a year. The 
| news summary and forecost is 
broadcast over the CBS Pacific net- 
| work, Mondays at 8 p. m., PCT. H. 


DANIA, FLORIDA 
19 MILES NORTH ONLY ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
| SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
—————— @LARGE OUTSIDE ROOMS 
| |AAA @LOW RATES ALWAYS 
. CREAR SEACuRS 
y | pega ng ge ms eon 
: SEND FOR BOOKLETS AND RATES e EXCELLENT CUISINE 
J 
25 MINUTES FROM MIAMI BEACH 
- bd : o we 5 , iy y es % ie 


|M. Kiesewetter Advertising Agency 
jis in charge. 


PFT. 


Electric Company 


has 


gram for a second 13-week period, | 


1.4% for First 


New York, Dec. 
sales of 21 major chain 


this year. 

The total for 
reporting was $256,626,922 
pared with $253,101,919 


gains for the month. 
The cumulative 
group was 5.4 per 
1937 mark, the current fig 
$2,449,286,448, as 
$2,588,643,130 last year. 
Among those to show 
the month were Grant, 3.1 
Green, 4.2 per cent; 
per cent; Schiff, 2.3 per ce 
3.9 per cent; Ward, 7 per 


total 


are shown in the 


table. 


Laughlin Heads 


San Antonio Club 
The San _ Antonio 
Club has elected W. R. 
advertising manager of 


Co., president. 
Other new officers 
O’Brien, vice-president, 


Up 


Gain of the Year 


15.—November 
ganizations rose 1.4 per cent above 
comparable 1937 figures, according 
to reports received by ADVERTISING 
AGE today, for the first total gain 


the 21 companies 
Thirteen of the 21 reporting showed 


cent below the 


compared 


Murphy, 


Western Auto, 5.1 per cent. 
Figures for the individual stores 
accompanying 


Advertising 


Antonio unit of Sears, Roebuck & 
are 
and Cecil 
| Bullard, secretary-treasurer. 


Ayer for Diamond Survey 


and methods of increasing the sale 
of its diamonds in the United States. 


Weekly Papers 
Divided on 


Liquor Advertising 


New York, Dec. 15.— Weekly 
newspapers throughout the country 
are almost equally divided on their 
attitude toward liquor advertising, 
it was indicated this week in a sur- 
vey conducted by Woodyard Asso- 
ciates, national representative for 
weeklies. 

Eliminating the states which bar 
it by statute, but including commu- 
nities which are dry by local option, 
the survey showed 56 per cent of 
the publishers willing to accept liq- 
uor copy with 44 per cent keeping 
up the bars against it. 

On the subject of beer, the vote 
was more uniform, with 75 per cent 
of all the publishers willing to ac- 
cept copy. 

The Rocky Mountain states 
showed the heaviest percentage in 
favor of liquor advertising, 85 per 
cent. The driest section was the 
Midwest, where many towns are 
dry by local option. Here only 45.5 
per cent of the publishers said they 
would accept liquor copy. 


store or- 


, as com- 
in 1937. 


for the 
ure being 
with 


gains for 
per cent; 
4.4 
nt; Sears, 
cent, and 


Laughlin, 
the San 


MEDIA SERVICE, INC. 


60 East 42nd Street, N.Y.C. 
Through its intimate contacts 
with advertisers and agencies 


Jack 


SELLS SPACE 


N. W. Ayer & Son, Philadelphia, Acting as eastern advertis- 
has been appointed by De Beers 
Syndicate, London, England, to ing managers and staff 
make a study of the opportunities 


for LEADING PUBLICATIONS 


Now MENS SHOES 


the we the Quality-mark 


FELTMAN:sCURME 


The obove reduced advertise- 
ment for Feltman & Curme wos 
prepored entirely by Faithorn 


Always the Finest 
at Faithorn 
FINEST ENGRAVING 


| FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or ali— 
just as you wish, but all 
ore here, ready to serve 
you... Speed, economy 
and satisfaction assured. 


© 
ty 
Complete Service Sy 
x 


i 
, Under ONE Roof 
io 


PRINTING 


QUALITY, SERVICE 
and REAL ECONOMY... 


can be accomplished through Faithorn COMPLETE 
SERVICE of (1) Ad-Setting, (2) Engraving and (3) 
Printing — all under ONE roof... We think in 
terms of results... The shortest way ‘round is 
usually the best ... Why send cuts to one con- 
cern—typesetting to another many blocks away 
—and then give your printing to a firm even 
farther distant? You can cut your costs, elimi- 
nate worry and save TIME, TROUBLE and MONEY 
by having Faithorn do the entire job .. . If you 
are interested in securing this kind of a saving, 
the time of times to use Faithorn certainly is 
NOwW...We will gladly show you samples. Try us! 


Fxceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


FAITHORN CORPORATION 
Ad-Setters - Engravers - Printers 
504 Sherman St., Chicago -, Wab. 7820 


DAY AND NIGHT SERVICE 
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Investigate FCC 
as Well as Radio, 


Wheeler Asks 


(Continued from Page 1) 


completely his contention that 
“both the activities of the industry 
and its regulatory agency” should 
be subjected to congressional scrut- 
iny, and adding a liberal measure 
of comment to his intended remarks 
about advertising. 

Offering the radio industry an 
extemporaneous “bit of advice,” 
Senator Wheeler warned broadcast- 
ers of the dangers that lie in over- 
commercializing current programs. 
He expressed the opinion that 
“cluttering programs with too much 
advertising” not only destroys the 
force and value of the radio as an 
entertainment and advertising me- 
dium but may lead to insistent de- 
mands for governmental ownership, 
a condition which he said is dan- 
gerous and which he would oppose. 
He urged the industry to “put its 
own house in order” to avoid over- 
regulation. 

Following the meeting it was 
learned that Chairman Frank Mc- 


Ninch of the FCC is to confer at 
length with Senator Wheeler with- 
in the next two weeks. The whole 
problem of regulation and the diffi- 
culties that exist within the com- 
mission, which have resulted in 
scores of letters of protest and sug- 
gestion being sent to the Interstate 
Commerce Committee chairman, 
are to be threshed out at the meet- 
ing. If a satisfactory understanding 
can be reached and commission ad- 
ministrative problems can be ad- 
justed, plans for a congressional in- 
vestigation may be held in abey- 
ance. 

Senator Wheeler’s speech was re- 
garded by the 450 radio attorneys 
and many of their clients who as- 
sembled for the dinner as an au- 
thoritative word from Congress. 
Although he does not always see 
eye-to-eye with the President and 
is regarded by some as the leader 
of the anti-administration forces in 
Congress, the Montana _ senator 
probably ranks with Vice - Presi- 
dent Garner in commanding influ- 
ence in the Senate, and to a lesser 
extent in the House. 

Opening his remarks with a quip 
because three of the commission 
members did not attend, the speak- 
er said this was not strange in view 
of the fact that he had heard that 
it was impossible to get the whole 
commission membership together 
on anything, let alone sitting at one 


BEFORE AND AFTER 


Fore, 


an after-shaving lotion manufac- 
tured by A. Winarick, Inc., New York, 


will henceforth sport a new package 
costume, as shown here. The old pic- 
torial design has been discarded in favor 
of a more modern typographic treatment 
in qreen, white and black. Robert Gair 
Company designed the new carton. 


table. Although he declared that 
differences of opinion are valuable 
and there should be no unanimity 
of opinion in a regulatory agency, 
the Montana senator indicated 
plainly enough that the strife with- 
in the commission had gone far be- 
yond this “healthy stage.” 

In his comments on radio adver- 
tising, Senator Wheeler drew no 


ERCHANDISING! 


Let the ‘BEE’ NEWSPAPERS do the job 


SACRAMENTO BEE 


in INNER CA 


oe experienced, hard-hitting 
merchandising help—that 
streamlines your advertising 
and makes your dollars stretch 
—count on Inner California’s 
home newspapers! Sacramento 
Bee, Modesto Bee, Fresno Bee. 
Their top rank merchandising 
service is comparable to the best 
in the nation. For complete de- 
tails write the Sacramento Bee. 


How United States Trading Areas 
Rank in Population and Retail Sales 


| Rankin Rankin 
Market Sales Population 
New York . l 1 
Chicago... .- 2 2 
Philadelphia 3 ) 
Los Angeles 4 4 
Boston 5 5 
Detroit 6 6 
San Francisco 7 9 
| Pietsburgh . 5 7 
| St. Louts 9 & 
Twin Cities . 10 11 
Cleveland 11 10 
Washington, D.C. 12 22 
Milwaukee 13 12 
Balaimore 14 15 
Cincinnati 15 14 
Buffalo . . . 16 14 
INNER CALIFORNIA 17 18 
| Providence . 18 16 
Kansas City 19 17 
Portland (Ore 20 28 


FRESNO BEE 


The “Bee-Line” to 
Sales Results! 


Use the three Begs* for 
maximum daily news- 
paper coverage of the 
rich Inner California 
market. No combination 
of daily newspapers dis- 
tributed from other 
metropolitan areas will 


give as much as 20% coverage! 


*Plus a Stockton Newspaper 


Only Complete Radio Coverage! 


80% of the radio families of Inner 
California ... which can not be cov- 
ered adequately by San Francisco or 
Los Angeles stations . . . listen regu- 
larly to these MCCLATCHY STATIONS: 


KFBK Sacramento « KWG Stockton 


KM] Fresno + KERN Bakersfield 


KOH Reno, Nevada 


McClatchy Broadcasting Co. Stations 


represented nationally by the 


“’ 
Paul H. Raymet Company 


New York Chicags Detroit San Francisco 


JAMES McCLATCHY PUBLISHING CO. 


Notiono! Representotives 


O'MARA & ORMSBEE INC 
NEW YORK « CHICAGO + BOSTON + DETROIT 
ATLANTA « SAN FRANCISCO + LOS ANGELES 


distinction between network shows 
and spot broadcasts used locally by 
both large and small stations, but 
those acquainted with the senator’s 
views are aware that he believes 
the commercial evil is much more 
glaring in local announcements. 

During the course of his address 
Senator Wheeler declared there is 
no comparison between radio and 
its contemporary, the newspaper, 
since in the former the speaker 
reaches his audience without the 
aid of an intermediary, and because 
the number of hours cannot be 
changed as are the number of pages 
in a periodical. 

The significance of radio as a fac- 
tor in the economic, political and 
social development of the United 
States cannot yet be appraised, he 
added, but the public and its elect- 
ed representatives must zealously 
guard against its abuse. 

“Abuses in radio,” he asserted, 
“may come from within the indus- 
try itself or from under- or over- 
regulation by government licensing 
agents. Broadcasting licenses are 
granted in the public interest, con- 
venience and necessity and stations 
failing to meet the conditions of 
the grant will and should be denied 
license renewals.” 


Local Versus National 


He emphasized the value of small 
local stations, which he said have 
become a definite part of the life 
of their respective communities. 
The high power and clear channel 
station, on the contrary, loses its 
local status, he said, and serves nu- 
merous communities inhabited by 
different people with divergent 
views. 

“We must not 
with but a few 


become a nation 
lines of thought 
emanating from large centers of 
population,’ said he. “Those who 
live in the rural areas are entitled 
to both day and night service from 
their local stations kept fully 
abreast of worldwide developments 
through network service.” 

Senator Wheeler admitted that 
revenue from advertising consti- 
tutes the economic life blood of 
radio broadcasting, but said he be- 
lieves “entirely too much time is 
consumed by commercial broad- 
casting.” 

“When six or seven minutes of 
a 15-minute program are devoted to 
commercial announcements,” he 
continued, “the effectiveness of such 
is greatly reduced, and the program 
is definitely in bad form. Programs 
containing two or three successive 


announcements or programs in 
which they are divided only by 
pauses do not constitute effective 


advertising for the sponsors or an 
entertaining program for the listen-* 
ers. Limited advertising will at- 
tract more people to radio pro- 
grams and there will actually be 
more listeners for the advertising 
presented.” 


Sees Danger Ahead 


Failure by the industry to adopt 
a policy of “intelligent selfishness” 
will inevitably lead to drastic leg- 
islation by Congress, he said. An- 
other danger is seen by the sena- 
tor in the allegation that in 1937 
only five per cent of the country’s 
700 stations made one-half of the 
profits. He perceived in this situa- 
tion a trend toward monopoly, 
which he held particularly danger- 
ous in broadcasting. 

“It is inconceivable to me,” he 
concluded, “that the people of the 
United States will permit a privi- 
leged few to control an instrumen- 
tality that may mean life or death 
to democracy. Recent developments 
in European countries where radio 
is owned and controlled by the gov- 
ernment but operated in the inter- 
est of those momentarily in power, 
should be an object lesson for those 
in the United States who are fos- 
tering monopoly, as well as those 
who are suggesting government 
ownership of radio here.” 


SPONSORED RADIO SERVES 

ALL, TRAMMELL DECLARES 
Omaha, Dec. 14.—Sounding a vig- 

orous defense of the commercial 


|system of broadcasting, Niles Tram- 
|}mell, 


newly appointed executive 
|vice-president of the National 
Broadcasting Company. told the 
Omaha Advertising Club here yes- 
jterday, that a study of the benefits 


ee | 
———_ 


accruing to both sponsor and lis. 
tener should prove the merit of the 
American system. 

Sponsors can be credited, he Said, 
not only with supplying the listen. 
ers with entertaining commerciaj 
programs but with supplying the 
revenue used in production of out. 
standing non-commercial features 

“Of the 20,000 hours of programs 
which our company broadcast last 
year,” he said, “only 30 per cent 
were commercially sponsored. The 
revenue from these paid for the re. 
maining 70 per cent.” 

Effective testimony to the satis. 
faction given listeners, he added, jg 
in the increase in number of sets 
owned, a figure rising from 6,000,009 
in 1926 to a present estimate of 
26,600,000. 

The rise in radio expenditures by 
advertisers, together with the large 
nurnbers of those who have con. 
tinued use of the medium without 
interruption for several years, re. 
veals its commercial value to the 
sponsor, Mr. Trammell commented, 

“In every year since 1927, except- 
ing 1933, total network revenue has 
increased,” he remarked, emphasiz- 
ing that examination of comparative 
expenditures in other media shows 
that radio has not prospered merely 
at the expense of magazines and 
newspapers. 

Radio’s responsibility to the pub. 
lic, Mr. Trammell said, incurs an 
obligation of the sponsor to “adhere 
to high standards of accuracy, com- 
mon sense and decency in his copy.” 

“On the part of the broadcaster,” 
he added, “the obligation to serve 
the public means presentation of 
the finest programs available; strict 
adherence to standards of good 
taste and decency in the presenta- 
tion of these programs and, most 
important of all, the maintenance 
of an unbiased attitude on all con- 
troversial questions of public in- 
terest.” 


Ayer Gets Goodyear 
Newspaper Advertising 
Effective Jan. 1, N. W. Ayer & 
Son, Philadelphia, will handle all 
retail newspaper advertising for 


dealers and stores of Goodyear Tire 
& Rubber Company, Akron, O. 


Cullen to Kiernan 

William C. Cullen, Inc., photo- 
graphic dealer, has appointed Frank 
Kiernan & Co., New York, to direct 
its account. Newspapers and direct 
mail will be used. Warren S. Stoltz 
is account executive. 


Chace Promoted 


George H. Chace, second vice- 
president in charge of ordinary 
agencies of Prudential Insurance 
Company of America, Newark, has 
been named vice-president and will 
also direct the group insurance and 
advertising departments. 


Fleming with Agency 
Robin D. Fleming has _ joined 
Frank Howley Advertising Agency, 
Philadelphia, as production man- 
ager. He was formerly with the 
retail advertising department of 
John Wanamaker. 


Direct - Mail - Advertising 


Automatic-Typewriting 
Multigraph-Letters 

Planograph-Letters 
Process-Letters 

Filling-in—Addressing 
Mimeographing 
Folding—Enclosing 
Stamping—Mailing 
Varityping 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


NEW NOTE IN MAXWELL HOUSE COPY 


How Extia Kitch... Extza Mellow 
/NEW “roasr MAXWELL HOUSE 


A NEW THRILL IN COFFEE oo 


How - Raclisus? Boast | 


Pa1Os OUT mont semrnsr 
thay tee on % 
ONES OF THE Hew, ‘meeevED qeee 


MALY WOOD'S Foene 
a Siw STAR im tHe 


thr ting sparking bh hoor ot entertainment wih Penny Grice an “Baby Soak” Fron 
Gerens 266 other famous Metro Goldwye- Mayer stars... every Theredey, WMAQ. 8 Pm 


rune 1 "Food Mowe ar 


Featuring a special manufacturing process, General Foods has injected the slogan 

radiant roast’ into Maxwell House coffee copy on the air, in car cards and in 

newspapers in several key markets. The process has been adopted for all of 

General Foods’ 28 different brands of coffee. One of the full-page newspaper 
announcements is reproduced above. 


FORD OFFERS ADVICE TO DRIVING NEOPHYTES 


‘Your Steve’ a Fink Driver. 


Mrs. 


inf teonat 


4 LITTER MATHEMATICS 


1HOU BEF COMES FAST 
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A theme new to automobile advertising has been inauqurated by Ford Motor 

Company in @ series of advertisements directed to the 2,000,000 boys and girls 

who take to the wheel for the first time every year. The campaign started this 
month in the American Boy. 


PARTY TIDBIT GETS ADVERTISING PUSH 
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1X WHEN 


First consumer copy in behalf of Trix, a new cheese-toasted corn delicacy, has 

been released by New Foods, Inc., Chicago. Four color copy will appear in 

This Week every fortnight until April. Space will also be used in several Pacific 

Coast papers. Distribution of the product was started ten months ago. Erwin, 
Wasey & Co., Chicago, is the agency. 


THE BAMBINO ASSUMES A NEW ROLE 


pene Shen you get « Signs chat suits UES Bee Wi 
woes fan Bo White Owls Jo just that 


’ 2 
: ; « 
both agree on this Vintoge Cigar. 
— 
ae” <2 Geet Fin iltion hice Ow's ture beum semhed ... receed we E 
‘ papesied thy ney other Cagst on che world. Thecs @e anoker’s wrbuce 
ae < & Whar Owls metiow mildacs ch acoms Ame the tudes ¢ 
ee  eppeectaer tite ic% sciceuticelly proved “tasler on the heesch 
Vex Year seer year Whee: nels bave bees umpeored eo wonder gory OWL Ad 
, ; } ' a 


Whee Det have bee smmcked thee any cocker ciget One of the 
world’s grent-cagan- yer a come tut Ww. Bey 2 a 
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In full-page newspaper copy, the erstwhile king of swat appears for White Owl 
cigars in the capacity of ideal family man. 


TAMPON TALK 


The Talk Turns 
toTampons (| 


wowoer wuar a **ABS— 7s 


SHOULD USE? —— $0 /7 MUsT 
BE Go0D / 


The Invisible Way! Fibs, the Kobe Toda 
with mew exclusive features, really solves the 
problem of days when less protection is 
needed. More comfortable, more secure, 
easier to use. Kotex products merit your 
confidence. 


YOU SEE~-OMLY 
FIBS ARE 
QUATED” AND... 


Quilting—so ; ioereelt Special * ‘Quilti 
keeps Fibs from expanding abnormally in 
use—keeps the soft cotton sides in place- 
thus increasing comfort and lessening the 
possibility of injury to delicate tissues. The 
rounded top makes Fibs easy to insert. 


OF, REN EY’ WOT AT ALL — 


MUST BE FIBS ACTUALLY 
EXPENSIVE 


Yes, Fibs Cost less! .. . Only 25c for a full 
dozen. Try them next time. Mail coupon 
now for trial supply FREE. 


SIS N. Michioan Ave. ~Chicago, tl. FREE! 


Please send me FREE rcrial supply of FIBS, che 
Kotex Tampon, mailed in plain , 


City State 


First national magazine copy for Fibs, 

the ‘Kotex tampon," accents three vir- 

tues of the product in a frank feminine 
conversation. (Story on Page 8.) 


CANNON NUDIST GETS TOWEL AND A BABY SISTER 


King in the Flew 


Left, the pretty Steichen girl returns to work for Cannon Mills, New York, in Harper's Bazaar and Vogue, in a less reveal- 
ing mood than of yore. N. W. Ayer, the agency, has blessed her with a baby sister, who will use the same pose in 


American Home, Good Housekeeping, Ladies’ Home Journal and McCall's. 


The first series is also designed for point-of-sale 


display. Ruth Nichols made the camera study of the little girl. 
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ADVERTISING AGE 


December 19, 1939 


Industry Goes Into Action to Prepare U.S. for Defense ! 
MILL « FACTORY TO INTERPRET TECHNICAL PROGRAM 


Five years ago, MILL & FACTORY recognized the need for Industrial preparedness 
and actively advocated it as our most important defense in time of war. 


Today, we find Industry mobilizing facilities with all possible speed, under the im- 
petus of war shadows and a huge government appropriation for immediate defense 
needs. Thousands of plants, making everything from bolts and shoes to guns and 
ships are going into action. Practically every sizeable manufacturer is being called 
upon to contribute directly or indirectly to the task of insuring the safety of the nation. 


Men in charge of operations in these plants are confronted with entirely new prob- 
lems, new standards, new supervision. In many cases they must change methods. 


They must secure new equipment. They will find MILL & FACTORY ready to 
assist in handling the new situation. 


For months, MILL & FACTORY has been in close contact with manufacturers 
engaged in making all kinds of essential war materials. The new problems of pro- 
duction have been closely studied. Information never before published has been 
developed. All of this will be made available through an outstanding editorial 
program in 1939. This program will comprise analytical studies to appear in suc- 
cessive issues and a feature issue to appear soon which will be a veritable guide 
and reference book for all manufacturers throughout industry. 


MILL‘TACTORY 


A CONOVER-MAST PUBLICATION— ADVERTISING OFFICES: NEW YORK— 205 E. 42nd STREET; CHICAGO-—-333 N. MICHIGAN AVENUE 
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Five Years Aigo Mitt & FACTORY 
began to study Industrial Preparedness! 


.. Clipping from Atlantic City Evening Union 
APRIL 28, 1933 


Bottle-Necks in 
Industrial Preparedness! 


INADEQUATE POWER 
SHORTAGE OF SKILLED LABOR 
OBSOLETE MACHINE TOOLS 
INSUFFICIENT JIGS, DIES, TOOLS 
DELAYED EDUCATIONAL ORDERS 
DEFICIENCY IN RAW MATERIALS 
RETARDED PLANT MODERNIZATION 


All these are problems which will be subjects 
for MILL & FACTORY editorials early in 1939. 
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